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A line that’s as 
good as its leader 





TANDARD of the world” is 

the tribute paid the Disston 

Saw by the men who work 
with tools. 

Disston skill, Disston energy 
and resources have brought 
the Disston line of Tools and 
Files to the same high 


standard maintained by the 
Disston Saw. 

There’s a confidence in the 
Disston name that makes it 
easy for you to sell the Disston 
Saw—and Disston Plumbs and 
Levels, Try and Mitre Squares, 
Gauges, Files, and Bevels. 






HENRY DISSTON & SONS, Inc. 


Makers of ““The Saw Most Carpenters Use’”’ 
Philadelphia, U. S. A. 


re ! y & » ) 
Carpenters Use” D i Ss S 1 0 » 


“The Saw Most 
4 SAWS TOOLS FILES KNIVES STEEL 


Published Weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. ¥. % & A 
Entered as second class matter May 22, 1913, at the Post Office, at New York, under the Act of March 3, 18 
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a Pegengred the pleasantries 
of the departing guests did 
not convince Penelope. To her 
the dinner had been hectic. 
She sank down on a chair be- 
side the cluttered table and sur- 
veyed her six dessert forks. 
How weary they must be— 
appearing with the fish, then 
with the salad, then with the 
dessert. And each time there 
was a decided wait while Mary 
washed them in the kitchen. 
Many of the serving pieces 
were makeshift too. Oh, why 
didn't she get more silverware! 


Salesrooms: 
NEW YORK 
CHICAGO 
S4N FRANCISCO 


Are advertisements similar to the above influencing the buyingpublic? 
handling 1847 Rogers Bros. Silverplate. 
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Again ... those makeshift pieces 





HAVE YOU ENOUGH SILVERWARE FOR THE ENTERTAINING YOU DO? 


Enough for the usual family meal and enough when you wish to give a 
luncheon or dinner for your friends? Or does a scant ¢quipment of silverware 
often cramp the serving of your meals? 

Possibly you have decided already that you ought to have more silverware, 
but have delayed its purchase because you fear the trouble and expense. 
You need hesitate no longer. To provide all that you need in 1847 Rogers 
Bros. Silverplate is easier and less expensive than you supposed. You will 
find every piece you need—bouillon spoons, coffee spoons, salad forks, ice 
cream forks, serving pieces. Thus you may build, a little at a time, an 1847 
Rogers Bros. silver service not only equal to your needs, but rich in beauty 
and durability. 

Leading dealers always carry the newer 1847 Rogers Bros. patterns. 

Send for booklet , Etiquette, Entertaining and Good Sense. You will find 
it full of suggestions for successful entertaining. It’s free. Write for your 
copy today. INTERNATIONAL SiLveR Co., Dept. E, Meriden, Conn. 





1847 ROGERS BROS. 


SILVERPLATE 





issue of the Saturday Evening Post. 
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Anniversary Centerpiece 
and Candlesticks 


Decorative silverware adding its happy 

gleam to every table setting! You may 

like the vegetable dish or meat platter, 

to match 1847 Rogers Bros. knives, 
forks and spoons. 











Canada: 


INTERNATIONAL SILVER CO. 


of Canada, Limited 


HAMILTON, ONTARIO 


The answer is given by the cash registers of dealers 
The above advertisement occupies the third cover, in colors, of the March 7th 
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‘Two thoroughbreds! That’s what they are 
—made for the craftsman that buys the 
best, when he adds a tool to his chest. 


V & B Vanadium hammers are made from 
special V & B formula vanadium steel, and 
handled with the finest hand-shaved, second 
growth white hickory. Octagon necked, and 
round faced—with a special non-slip claw, 
that firmly grips either a brad or a spike. A 
Vaughan’s Expansion Wedge firmly locks the 
handle tight—is positive insurance of a tight 
head. 


Cash in on the demand for V & B Unbreak- 4 
able Planes. They are drop forged—not cast /~ 
—from a solid bar of V & B Supersteel. Stand 
the falls that would break an ordinary plane. 
Furnished with all vanadium steel blades and 
walnut handles, in the sizes most in demand. 
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Two tools of particular merit—get your 
share of this business. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


Makers of Fine TFootis 
2114 Carroll Ave.~ ~ Chicago, lil, U.S.A, 
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Push the button or close dae ewiech, snd Columbus Evereadys 
ing activity stops. Berween jobs they renew their energy. 
For more than thirty years Columbia Everesdvs have been © 
known for the vigor and snap with which they do their work 4 
in home and office, in factory and held, mine and carp. | 9 
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There’s a forceful 
advertising campaign 
behind 


Columbia Evereadys 


THERE are fifty-two of the leading magazine 
and class papers, putting more than 500,000,000 
advertisements into circulation. Then there 
are 442 newspapers blanketing the country, 
which will put 156,000,000 more Columbia 
Eveready ads into battery users’ hands. 


Columbia Eveready Battery quality forti- 
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fied with this enormous advertising campaign 
makes Columbia Evereadys the first choice of 
every far-seeing battery dealer. Order from 
your jobber. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 


New YorxK SAN FRANCISCO 
ATLANTA CHICAGO DALLAS KANSAS CITY 
Canadian National Carbon Co., Limited, Toronto, Ontario 


Columbia 
EVEREADY 
Dry Batteries 


-they last longer 
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Increase Your Saw Sales 


Let us help you sell this saw 
to Scouts and other boys in 
your town. 


Profits for You 
A big opportunity for saw 
sales is in every town 
among the boys who 
love to work with 
fine tools. 


Try 
This 
Plan 


Place a stock or- 
der for a dozen or 
more Atkins Junior 
Mechanic Saws. Send 
us lists of Scouts and boy 
mechanics which you can 
obtain from manual training 
schools and _ other sources. 









Your Big Chance 
This is the time 
of the year to 
go after this , 
tradeandwe fF 
will help y 


















% 








you get Send these lists to us at Indian- 
the busi- apolis and we will write letters, 
ness. enclosing imprinted literature with 


your name to each prospect. 


Take Advantage of This Offer 


We want to cooperate with you and will welcome 
an opportunity to put strong direct advertising 
efforts back of your saw sales. 


Specifications of Junior Mechanic Saw: 20 inches 
long, 9 points, straight or skew back, taper ground, 
highly polished; handle mission stained, full carved, 
attached to blade with nickeled screws and medallion. 


E. C. ATKINS & COMPANY 


Established 1857 “THE SILVER STEEL SAW PEOPLE” 
Home Office and Factory: INDIANAPOLIS, U. S. A. 
Canadian Factory: Hamilton, Ont., Can. 


















BRANCH HOUSES: 
Atlanta Memphis New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B.C. Sydney, N.S. W. 
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It will draw Tool Buyers 
like a Magnet! 


[ss a praiseworthy achieve- 

ment, a powerful attention 
getter--the 1925 NICHOLSON 
File Window Display. 


Ingeniously made of heavy, 
durable cardboard and adjust- 
able to the space available in 
your window. 


It will appeal to amateur and 
professional alike, for it em- 
phasizes the many uses for 
Files, the fine quality of NICH- 
OLSON Files and marks your 


store as the source of supply 
for NICHOLSON Files in your 
community. 


Effective lithographed colors. 
Dimensions: main display card 
46” x 39%”, side and counter 
card 11” x 15%, 


Every NICHOLSON Dealer is 
entitled to one of these hand- 
some trims. Yours goes for- 
ward promptly, upon receipt 
of a letter or post card request 
to the following address 


NICHOLSON FILE CO. 


ADVERTISING DEPT. A 
PROVIDENCE, R.1I., U.S.A. 








NICHOLSON FILE 


~a File for EVery Purpose 
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This set consists of a 
Ratchet Tool Holder, 2 
inch Screw-Driver Blade 
(%"), a 4% inch Screw- 
Driver Blade (3/16”), a 
812 inch Screw-Driver 
Blade (4%"), a Counter- 
sink, a 6 inch shank for 
holding sockets, 3 (3%”, 
5/16”, %”) Hexagon 
Sockets, a Wire Bender, 
a Reamer, and a double 














end Hexagon Wrench. 

















Tool Set 


The market for a really high grade set of essential radio tools is 
broadening every day. Radio sales are growing by leaps and bounds 
and many of them are made to homes where there are no tools for 
the simplest adjustments or repairs. In such cases the sale of a No. 
696 is a matter only of a few well chosen words. 

None but the best materials, carefully hardened for the work 
they are to do, enter into the Set. Even the Reamer is forged from 
tool steel and then carefully hardened and ground. Write us for 
prices on this and other tools. 


GOODELL-PRATT COMPANY 


GREENFIELD, MASS., U. S. A. 


GOODELL- PRATT 


I5S00 64 070) B, TOOLS 
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Bring GRISWOLD Waffle Irons 
into the open and start something 


Griswold Waffle Irons are not good sellers if hidden 
under the counter. Bring them out into the open—put , 
a display of them in your window—get them on your 
counter and watch them snap into action. 


Griswold makes every approved and wanted style of 
waffle iron. Cast iron and cast aluminum; square and 
round; high and low frames; plain and heart-star de- 
signs. Griswold high quality is familiar to very reader 
of the better magazines in the women’s field. These and 
other well-known Griswold Cooking Utensils’are being 


more extensively advertised than ever all through 1925. ety 


Let women see Griswold Cooking Utensils in your 


window and they'll be quick to identify them with the ry 
superior, improved Griswold ware they are reading Sows 
about—or hearing about from their mothers and grand- ——. 
mothers and from enthusiastic neighbors. Griswold — 
f fe _ os gg 
Ware has been famous since 1865. a 
Fer 
To show Griswold Cooking Utensils to the best ad- — 
vantage you should use our display stands for Skillets, — 
Griddles, Dutch Ovens and Waffle Irons—free with 


your order. Ask for display cards, recipe books, fold- 
ers—yours on request. 


ey S. 
s 2 


THE GRISWOLD MFG. CO., Erie, Pa., U.S. A. . 


Makers of Extra Finished Cooking Utensils in cast iron and 
aluminum, Waffle Irons, Food Choppers, Reversible Stove-pipe 
Dampers, Fruit Presses, Mail Boxes, Portable Bake Ovens, Gas ) 
Hot Plates and Electric Waffle Irons. es 


THE LINE THAT’S FINE AT COOKING TIME 
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HYGRADE WINDOW OF CAYCE-YOST CO., HOPKINSVILLE, KY. 


500 Per Cent Increase Since 1922 


The illustration gives only a suggestion of 
what an attractive sight this window must 
have been, with eight brilliant Hygrade 
lamps in the display stand in the center. 


No less brilliant is the record of the Cayce- 
Yost Company of Hopkinsville, Kentucky, 
whose Hygrade business has increased 5/0 
per cent since 1922. 


Half of the credit for this splendid record 
belongs to this enterprising concern and to 


HYGRADE 


GENERAL OFFICE 


their ability to make windows like this, com- 
bined with aggressive merchandising, sell 
lamps. The otlier half of the credit belongs 
to the quality and dependability of Hygrade 
lamps. : 

For although Cayce-Yost sold another make 
of lamps previous to taking on Hygrade, it 
was only when they began to sell Hygrade 
lamps that sales began their rapid rise. 


Can you name any other staple that-can increase 
200 per cent in sales in less than three years? 


AND FACTORY VW sarem MASS 












Removes Glare 
in Most Installacions 


Enameled 
Reflector Coaung 


leader. 


The Hygrade Reflector Lamp makes a splendid 
It has the novelty appeal — 
which attracts. 








ee 


ae 
Licensed under | 
| General Electric 
Companys incandes | 
cent lamp patents 
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MONG the multitude of receiving sets now on the market, you will 


It is written: es 
74 chore be ws Git kicker weed find few that are not made up partly or wholly of a variety e of 
of what use are they?”* - _ assembled units. % 


It is easy to prove ‘thé: claims 


made for the Synchrophase. In order to keep up with the demand for sets, many such caverta 


> he must use whatever parts are available at the moment with no control 
cM oh -over their design and quality. Yet they must brand the nega sets 
with their own names. 


| Accepting these names as his guarantee, the retailer attempts to build up 
No other receiver has his own reputation on goods that may or may not back up his claims. 


these features: How much sounder business for him to sell the products of manufac- 
turers who believe enough in the future of their output to install equip- 
ment to build every part of their units. The maker’s name on such 
apparatus means something, especially if, like ourselves, he is a pioneer. 
Such manufacturers will survive the radical changes in the radio industry. 
















You can feel assured that the unqualified success of the Grebe Synchro- 
phase will continue. On it you can build your reputation and make 
steady profits. 


Write for full information and prices 


A. H. Grebe & Co., Inc. 


Van Wyck Blvd., Richmond Hill, N. Y. 
Wome Benen 443 So. San Pedro St., Los Angeles, Cal. 


S-L-F 


This. company owns ond operates station WAHG 
Condensers 


All Grebe apparatus 
is covered by patents 
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fane ™y profits 
\GONED ! 


HERE was a time when there were enough 
dealers singing this little ditty to make up 
3 a community chorus. Now, however, 
thanks to modern merchandising methods and im- 

proved business conditions, it is being rendered mostly in solo 
form, and even in this manner does not appear on the program 


so frequently. 










The Westinghouse Lamp Company considers it a duty and 
privilege to help retail dealers become better merchants, to help 
them and show them how to help themselves. Toward this end, 
there have been established three departments that are at the 
service of every dealer selling Westinghouse Mazda lamps: 


The Advertising Department, whose function it is to help the 
dealer increase his sale of lamps and other items in his store by 
supplying campaigns, window displays and many other types 
of advertising material ;— 

The Sales Promotion Department, who are prepared to submit 


anything from a modern store layout plan to moving pictures 
on better merchandising—and 


The Commercial Engineering Department, whose function it is 
to find new lamp uses, find more places where the dealer can 
sell lamps, and find more uses for the various types of lamps. 


Join the Westinghouse chorus whose favorite song .is 


‘‘Ring out the old, ring in the new, 
Let Westinghouse build your sales for you.’’ 


WESTINGHOUSE LAMP:COMPANY 


150 Broadway,{New York, N. Y. 
Sales Offices and Warehouses Throughout the Country 
For Canada: Canadian Westinghouse Co., Ltd., Hamilton, Canada 


Westinghouse 
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have to do 
Priced from the one-tube Model 50 at $14.50 


1 at $65. 
Prices West of Rockies—add 10% 





Your turnover is 
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POWEL CROSLEY, JR., President 


Wr 
THE CROSLEY RADIO CORPORATION 
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People ask for Crosley Radios by name. 





They Sell Themselves. 
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ROLLER SKATES 
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Ball Bearing 
THE ONLY QUESTION IS— 

HOW MANY PAIRS WILL THE 
CHILDREN IN YOUR TERRITORY WANT? 


CHILDREN WANT WHAT THEY WANT 
WHEN THEY WANT IT. 


——" 


PLAIN BEARIN 


HARDWARE COMPANY) — 


TORRINGTON, CONN., U. S. A. 


New York Office: 151 Chambers Street 
INCORPORATED 1864 








ESTABLISHED 1854 
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The Satisfaction is 


Head is press-forged of 
finest, selected steel, each 
end being specially temp- 
ered to meet the require- 
ments of the work it has 
to do. Correctly designed 
beveled claws will outpull 
the ordinary hammer. 
Handle is of clear, sec- 
ond-growth hickory, air- 
dried for years. 

7641 
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When it’s a Maydole 


It’s a real pleasure to sell a man a Maydole Hammer. 


If he’s a man that uses tools to earn his living all you have to do 
is show him the name “D. Maydole” on the hammer head. He 
knows that it stands for all the serviceability that can be packed 
into a hammer. 

And even the novice quickly senses the superior quality and 
appreciates the perfect “hang” of a Maydole, 

Eighty-two years of specialization in the making of the finest 
hammers that skill and experience can produce is back of the 
Maydole reputation. If a man knows hammers, a Maydole is 
the easiest to sell him. If he doesn’t know hammers—start him 
right! Put a Maydole in his hand. 


THE DAVID MAYDOLE HAMMER CO. 
NORWICH NEW YORK 


Mutual 





Press-forged steel head is 
tempered separately at 
each end for the par- 
ticular work it is to per- 
f > ery machinist 
will recognize the beau- 
tiful ‘‘hang’’ and evident 
quality of this hammer. 
The handle is of clear, 
second - growth hickory, 
air dried for years. 
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. \ f \ | A New One Inch Mesh — || 
q@The New One Inch Mesh U. S. Poultry Fence meets, as 
\ nothing else will, that growing consumer demand for a per- 
bossy —a ZSSS fect, close-mesh Poultry Netting. peSssss 
| ) sev is a netting that embodies every U. S. advantage in 
7 esign and construction. It is made on the farm fence 
soso | principle with parallel line wires interlocked with the mesh messy 
wires. The result is a fabric which stretches up perfectly 
) without the aid of baseboard or top rail. 
Sy——\ss qU. S. Poultry Fence is easy to handle. It rolls out flat Fess 
upon the floor or counter like a bolt of goods. It cuts 
without waste. With all its superiorities, it costs less 
™ “put up” for it requires no wood frame and fewer posts to 
an —_ erect it. mee 
Today the U. S. line offers greater possibilities for profit 
than ever before. More and more dealers, recognizing these 
on \ nee = 7 possibilities, are standardizing on U.S. Poultry Fence. Ex- coat 
perience has taught them that it pays. 
@If you are not getting your share of the netting business 
SSS = in your territory you should handle U. S. Poultry Fence — 
which costs no more, is better and more economical, lasts 
longer, and gives better satisfaction. 
SSE = SSS @ Write us for Catalog and Samples and be your own | 
\ y judge and jury. 
\ / = % Indiana Steel & Wire Company ‘a 
uncie, - + Indiana 
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~ Stove Bolts 
Tire Bolts 
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American Screv Co. 


PROVIDENCE , RI. 
WESTERN DEPOT 


225 WEST RANDOLPH ST., CHICAGO, ILL. 
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AND NETTINGS 
(ALL GALVANIZED) 


Enable you to supply your trade with a fencing or 
netting that is Durable, Rustproof and Attractive 











W. W. POULTRY FENCE 
The New Form of Mesh 
— hang straight and tight from post to post. Requires no rail at top or bottom. Will not stretch 
out longer at the expense of width as is generally the case with the ordinary forms of mesh. 
W. W. Poultry Fence is made full width and always remains so. The horizonta] wires where the strain 
comes are a full size heavier than the cross wires. The truss formation takes. care of the contraction and 
expansion problem. 


WICKWIRE GRADUATED POULTRY FENCE 
Combines both Large and Small Fences All in One 
H*s eight spaces of one and one-eighth inch mesh at the bottom, graduating yom one and one- 
half, two and one-quarter to three and three-quarters inch mesh at the top. Acts both as a barrier 
against the straying away of the poultry and vant as well as a protection to them against prowling 
animals. Woven and galvanized on the same principle as W. W. Poultry Fence with no ends of wire 
to rust nor sharp ‘wa to crack the galvanizing. 


HEX NETTINGS 
The Perfect Formed Mesh 


N the manufacture of Hexagon Mesh Poultry Netting we have a very large capacity, and with the 
most modern equipment in machinery and apparatus for putting the goods up, we have succeeded 
in placing upon the market a Netting of the highest grade. 


WICKWIRE BROTHERS, CORTLAND, NEW YORK Se 
cs PS 

O08 0205059505 Cn Osea este ee ete eeenen-e*. 
seetate®, Bees e cece cece seats eee ce ee nee. 
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zz FE.MYERS & BRO.&.‘ 


ASHLAND PUMP AND HAY TOOLWORKS 
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F-LUBRICATING 
UMP JACK 


FAS HSER 


And when it rains, sleets and snows, and the elements are at their worst, Myers 
Self-Lubricating Pumping Jacks with their positive self-lubrication, completely housed 
working parts and other wear and weather resisting features are always ready for 
service whenever there is water to be pumped. 























In spite of all this! Regardless of the fact that Myers Self-Lubricating Pump 
Jacks cost but little if any more than ordinary Pump Jacks with exposed parts, light 
gears and pinions, and flimsy side arms, there are those who still prefer to supply their 
trade with jacks of antiquated style, inferior quality and workmanship. 


You will make no mistake if you stock and supply your trade with Myers Self- 
Lubricating Jacks. The hearty approval which thousands of users give them is in itself 
a worthy testimonial of their service giving qualities. 


For engine or motor. Easily attached and operated. Compact and durable. 
Supreme as sales builders and profit makers. 
Stock them today. Catalog and prices to the 
trade. 




















ASHLAND, OHIO. 


x y7 
HAY TOOLS Byer HANGERS 
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Tom-lom the rouser 


THE minute you hear Tom-Tom,you Time Teller family. A perfect timer his lights and shades in almost any 
might as well tumble out of that last . . . tested for accuracy 48 hours room. Top-ring to match the octa 
lary deep: he'll keep on rousing you and ticking so silently you scarcely gon, cubist figures— he's a corking 
till you do! He'll call you for ten can hear him. Even in aroom with great man-sited alarm. 
minutes . . . twelve clamorous calls ten Tom-Toms, you hardly could Tom-Tom hasa junior by the 
| at half-minute intervals. Loud too. fear them tick! Note his shape. name of Tidy-Tot, 3%inches high. | 





SUBLEARARRAREEE USS eS 


They're like the pounding of a bell- Ocragon and thin. And the hand- Same octagon shape, convex front, 





yy yourdoor. some convex fronton him. You can repeating alarm and silent tick. Go 

If you're not awake after the dozenth read his time at any angle of light; to your dealer and ask him to show 
tom-tomming, well—you don't need thar bowed glass front shuffles off you these distinctive clocks. The 
; an alarm clock. You need a doctor. reflections. He's artistically perfect— New Haven Clock Co., New Haven, 
Toor Tom's the daddy of the True so highly polished you are proud of Conn. Clock makers since 1817. 











Millions of Advertisements 


eo the New Octagon True Time Tellers will appear in The 
Saturday Evening Post during the Spring. The above Full Page Adver- 
tisement was in the February 7th issue. Stock and display New Haven 


Alarms and Watches to secure your full share of the sales this advertisement 
will create. 


stall site iRiaaee tates fe 
: ating Pan. W: 





TOM-TOM TIP-TOP, Octagon Watch 
Height, 5% inches; Width, 4% inches 

HE large attractive member of the True HE new octagon-shaped watch, 14 size. thin 

Time Tellers family. He has a big 44%4-inch ta neat a Scone Streamline de- 
DIAL and an improved 40-HOUR MOVE- sign, nickel polished, semi-octagon bow, sub- 
MENT with a_ heavy nickel-plated seamless stantial antique pendant, corrugated crown easy 
brass OCTAGON CASE. He has a big BACK to wind, pull-out set. Cubist numerals and 
BELL and a loud, long INTERMITTENT skeleton hands. Also furnished with full radium 
ALARM that is a sure rouser. He is depend- dial and hande. 
able and good looking and makes friends 


wherever he goes. 
. Plain Dial, $3.25 Plain Dial, $1.75 
Radium Dial, $4.25 Radium Dial, $2.75 


Display Cards gladly furnished upon request 


THE NE HAE LOCK CO. 
EST. EW VEN \_ONN. 12:7 
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EVER-GROWING SALES 


HE 16" size with some %" and 34" cover 


the sizes that electricians use. No great 

stock investment necessary. Sales on this item 
increase all the time. 

' Irwin onginated the solid-center electrician bit. 

' It hasa Ei besten screw that stands the grief. 

It is hammer-forged from special analysis steel, 

which is further refined and improved during the 

Irwin Process. Made in a full range of lengths. 


The Irwin guarantee applies to electrician bits 


- as any other part of the line. Stock in all job- 
ing centers. Write for further information. 


THE IRWIN AUGER BIT COMPANY 
WILMINGTON, OHIO, U S. A. 


' Largest makers of wood-boring tools in the world. 


European Agents, MARKT & HAMMACHER CO., 193 West St., NEW YORK CITY,N. Y. 











REG. U.S. PAT. OFF. 
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The safety test proves the 
safety of Albert Lea 
Kitchenkooks and demon- 
strates the fact that they 
do not have to stand level 
to burn properly. The 
illustration is a reproduc- 
tion of a photograph taken 
while the stove was burn- 
ing. Any ___ Kitchenkook 
dealer can make this dem- 
onstration. It makes pros- 
pective buyers remember 
the Kitchenkook. 
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Have You Seen the New 


ALBERT LEA 
KILTCHEN KOOK 


THE IDEAL COOK STOVE 





Beauty and practical utility are expressed in every line of the 
new 800 series Albert Lea Kitchenkooks. ‘The line consists 
of fourteen models including a built in oven range. 


The Kitchenkook shown here is No. 846. It has four burners 
and a spacious utensil cabinet. Finished in pearl gray baked 
enamel with black burner top. Removable burner tray, a 
feature of the entire line, is porcelain enamel. Also furnished 
with mantel back and burner tray in white porcelain enamel. 


Because of its convenience, its marvelous speed and economy 
the Kitchenkook is revolutionizing the cook stove business. 
It will pay you to get full particulars about this attractive, 
profitable line now. 


American Gas Machine Co., Inc. 
Albert Lea, Minn. New York, N. Y. 
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“i FLOOR VARNISH P 


A Am Ah ah A*® > A r* Ben. ¥ 


When you stop to think how durable and 


on floors 


Pratt G Lambert Varnish Productsare 
used by painters, specified by architects and 
sold by leading paint and hardware dealers. 


Color card, and sample panel finished with 
“67” with names of POL dealers in your &* Se 
vicinity will gladly be sent you on request. 


Pratt & LamsBert-Inc., 334 Tonawanda St., Buffalo, N.Y. In Canada, 20 Courtwright St., Bridgeburg, Ontario. 


PRATT G@ LAMBERT VARNISH PRODUCTS 
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Acme White Lead & Color Works, 
Detroit, Mich. 


esTaeuiseeo :eee2 ORANCHES ig 
INCORPORATED 1905 SAN ANGELO * 
LUBBOCK : 

ABILENE, TEXAS. 8 

Dec. 1, 1924. ¥ 


Gentlemen: 





Your local representative Mr. W. B. Cogdell has requested that we 
express our sentiment with reference to the Acme Quality line of paints. 
It might be of interest for you to learn that we have been in the harc- 
ware business in a retail and wholesale way the past 42 years, but we 
have never stocked paint until the latter part of November, 1922. At that 
time we gave to your Mr. Cogdell an order of approximately $7,000.00. 


Our initial order carried a dating of April Ist, and it is with 
pleasure that we advise we sold in excess of ZLhisS amount before our 
obligation matured. 





It should prove of interest to you to know that in October of this 
year, we bought a car load for our Lubbock branch, but before we gave the 
order, we had our book-keeper to look up our purchases from you the past 
ten months and to our surprise they ran in excess of $18,000.00 However 4 
the most interesting feature of all to us was that our stock on hand ie 
invoiced around $3,000.00, showing six turn-overs in less than the first ne 
twelve months we handled your line. “¢ 


We attribute the success we have attained first, to the resale help 
your representative has given us. Next, the high quality of your products 
and your wonderful national advertising, together with your various other 
resale helps, such as direct by mail advertising, window displays, etc, 


From a profitable standpoint, we do not believe there is another 
complete line of paints, stains, varnishes and enamels on the market today 
to compare with ACME QUALITY. 


Assuring you that it i8 a pleasure to furnish this information, anda 
wishing for your continued success, we are, 





i 
® Yours very truly, 


7 éd. S. H. ughes: Co. 


.- Albert. a 
a 
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Paints Enamels Stains 
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THE ACME QUALITY PLAN of Paint Merchandising shows 
you how to analyze the potential market for paint in your territory. 
It points out the profitable lines and shows you how to push them 
to the best advantage. It includes resale plans that get the busi- 
ness. It brings you the full benefits of ACME’S National Adver- 
4 tising plans. Read the letter on the opposite page. This is a 
4 typical experience under the ACME QUALITY PLAN. Mail the 
coupon for the facts. 





ACME WHITE LEAD AND COLOR WORKS 
DETROIT, MICHIGAN, U. S. A. 


Boston Buffalo Chicago Minneapolis St. Louis Kansas City 
Pittsburgh Cincinnati Toledo Nashville Birmingham Richmond, Va. 
Fort Worth Dallas Topeka Salt Lake City Portland 
San Francisco Los Angeles 
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more money operating under 


The'ACME QUALITY PLAN 
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The 
Complete Per 
Story Copy 





Have You Ordered Your Copies? 


The Greatest Hardware Story Ever Written 


The story is told of a man who was uncommonly fond of 
peaches. Seeing some unusually fine peaches in a store he bought 
one, remarking: “Ill sample this when I get home—if it tastes 
as good as it looks I'll be back soon for a basket or two.” 


When he returned later and asked for several baskets for pre- 
serving, the dealer said: “I’m sorry, sir, but those peaches were 
quickly sold out—you should have placed your order.” 


Good books, like good peaches, are soon snapped up. This has 
already proved true by the orders received for “Forty Years of 
Hardware.” 


Place your order now, with remittance, and avoid disappoint- 


Wlrndarne 
f 





By Saunders Norvell 


Hardware Age, 239 West 39th Street, New York City 
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Will any 


be left for you 


More than half of every custom- 
er’s dollar must go for merchan- 
dise. Rent, salaries, taxes and 
overhead take most of the rest. 
What’s the result? Even with 
the best of management, only a 
few pennies of each dollar are left 
for you. But do you know how 
much of it is rightfully yours, 
and do you get it? 
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Simplified 


Accounting 


Plan Protects 
Your Profits 


of the ~— nme 





The Burroughs Simplified Ac- 
counting Plan gives you all the 
facts about your business every 
day. It stops leaks and losses— 
prevents errors— watches ex- 
penses — increases your profits. 
Thousands of men in your line of 
business are using it. They have 
proved its ability to increase their 
profits. 


BURROUGHS ADDING MACHINE COMPANY 
Detroit, Michigan 





Detroit, 
Please 


Business.’ 


Business 





j 

i 

j 

: Address 
& 


Burroughs Addin 
6611 Second Blvd., 


Name .. 


Accounting Plan 


Your Business 


A M BURROUGHS 


Burroughs \dding “Mai Rhine ( aenpeny 
Bernt: Me tegen 











Mail coupon for book- 
let-—‘A Simplified Ac- 
counting Plan For Your 
Business.” It tells how 
the Burroughs Simpli- 
fied Accounting Plan 
will help you make 
more money. 





Machine Co., 


Michigan. 
send me the booklet—‘“‘A 


Simplified Accounting Plan For Your , 
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Chicago (Portable Type) 
' 718 Mission Street, EAPO RT OFFICE 
San Francisco Bridge Plaza East 
on Skillman Place, 
350 East First Street Long Island City, 
Los Angeles New York 
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Heat EKlements that HEAT 


HE giant heat-elements used in Reliable Golden- 

Glow Gas Heaters are a radical departure from any 
heretofore designed. Compared with those found in 
other heaters, the elements used in the Reliable Golden- 
Glow are far superior. 





Reliable Golden-Glow Elements are three inches wide, have parallel 
closed sides and inclined, perforated fronts. The backs are straight 
and recessed, thereby forming dead air-spaces. [his construction 
dispenses with the fire-brick backing, thus eliminating breakage and 
reducing weight. 








Within the elements are a large number of radiating points which 
insure even and brilliant heating of the entire surface. 


Reliable Golden-Glow Gas Heaters are made in two styles, Portable 
and Fireplace. ,The Portable type is finished in ebony-black with a 
hearth-plate of polished aluminum. 









Cut-away view of Giant 
Element used in Reliable 
CLolden-Ciow Gas Heaters 


The Fireplace type is made of channel iron, finished in antique 
brass, with a hearth-plate and reflector-sides made of non-oxidizing 
metal with a brown finish. All frame parts 
of both types are electrically welded. 


Reliable Golden-Glow Heaters are Beau- 
tiful, Efficient, Economical. They sell at a 
price that nets you a most satisfactory profit. 


Order a sample immediately. Test it out 
yourself. Put it on display. We know that 
you Il then agree that there is no heater on 
the market to compare with the Reliable 
Golden-Glow. 


RELIABLE STOVE COMPANY 


Division of American Stove Company 
Factory and Main Office, 1825 E. 40th St., N. E.,. CLEVELAND, OHIO 
152 West 42nd Street NEW ENGLAND STATES 


New York City REPRESENTATIVE 


x The Eastern Service Co. 
315-317 S. Wabash Ave. 131 State Street, Boston 






Reliahle Golden-Clow 





Goalies 


MN - 








Showing Burner, Mixing Chamber and Valve 
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A NEW COLlMBIAN 
GARAGE VISE 
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No. 143'/.—SWIVEL BASE 


Jaws 3'/2 inches wide Vise opens 4 inches 


HE swivel base permits turning the vise in a complete 
: circle. The clamping device is positive in action and 
5 holds the vise rigidly in any desired position. 
In addition to the swivel base the No. 143% combines all 
the features of the popular No. 143 and No. 144 Columbian 


Garage Vises including removable pipe jaws of forged . 
steel, renewable steel jaw faces, attractive finish and 


individual packing. 


For complete description send for circular No. 251 


THE COLUMBIAN HARDWARE CO. « CLEVELAND, OHIO, U.S.A. | 
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A Demonstration Is a Revelation 





Only One Tub— 


No Others Needed Has No Wringers— 


Needs None 
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‘We have handled the Savage Washing Machine since 
October, 1923, and have found it to give the most satis- 
factory performance of any machine we have ever sold. 
It has been necessary for us to do pioneering during this 
time, and we do not believe we could accomplish the same 
results with any other machine due to the fact that its oper- 
ation is entirely different and still very satisfactory. es 
“The margin of profit and turn-over shown is good. We 2 
have had practically no servicing whatever to do, and feel 
it is a privilege for any dealer or distributor to be able to 
represent the Savage Arms Corporation in the sale of their 
washing machine.” 

From a great mid-west wholesale hardware company. Name upon 

request. 
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Over 30 sales making ad- 
vantages, plus ‘“‘Savage”’ 
workmanship and _ full 
100% sales and advertis- 
ing cooperation make this 
most modern, safe wring- 
erless washer and dryer 
the “leader” for enter- 
prising hardwaremen_ ev- 
erywhere. 





How it washes witnout Write for particulars to How it dries without 
“set” tubs wringing 


Savage Arms Corporation 
55 Savage Ave. — Utica, N. Y. 


Owners and Operators J. Stevens Arms Co., Chicopee Falls, Mass. 
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The Greatest _ 7 
Inaugural in History 






. 
$-volt 
mg ° 
y 
radio eres 
t take . 
wer aes many recerving sets 
of radio, March 4, 1925. will te For tone and prolongng 
grea " al "B” Battery tk. the Eveready “C" 
If you own ort. or are shout Battery (Neo. 771) is particularly 
to buy one, plan now hear the in- Boren 
























dap " Dry “B” Battenes are an economes! 
be sure you have the proper 4 dabie and # ph 

Eveready Radw fresh and current. There is an Eveready Radio & 
full of power Battery tor every radio use—they last ” 

lf your receiver tubes longe (ad 

a “C” Baeteery os five or more elated amt perentond +) 

tubes with or withowt o “C” Bervery, NATIONAL CARBCN COMPANY, }» Oo.” * 

new Eveready Heavy Duty 45-vols New York —_ Sen Prenciese ° 
“B” Betrery (No 770) qill prove iteel ome Reet Comp Genet Gomm Gomre ly ‘ 
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There’s compelling force 
in the Eveready 1925 advertising 


THE national advertising campaign on like a machine gun, these newspapers 
Eveready Radio Batteries for 1925 is the will put into circulation during 1925 the 
most powerful sales effort ever released staggering total of 421,600,000 Eveready 
in the interest of the radio industry. The Radio Battery advertisements. 
tremendous power of the great national Stock Eveready Radio Batteries— 
magazines, led by The Saturday Evening they sell easiest and bring quick profits. 
Post with smashing pages in two colors Order from vour jobber. 

and flanked by every radio-user paper of 
any importance, is the backbone of the 
attack. Supplementing this force locally 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. 


P New YorK SAN FRANCISCO 
are the great newspapers, covering prac- } | 
. a " inate Atlanta Chicago Dallas Kansas City 
tically the entire radio market. Firing Canadian National Carbon Co., Limited, Toronto, Ontario 
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Announcing the A-P 
| ‘*Five-Fifteen’’ 
Hanger with “‘Five-Fifteen’’ Track 


The new low-priced full watershed equip- 
4 ment for single and parallel sliding doors 














The hanger is of steel construction with roller-bearing machine- 
turned cast wheels. Has vertical adjustment and requires no lateral 
adjustment, for the hanger is applied to the wall side of the door. 

The track is formed from one piece of steel into a design of remark- 
able strength and efficiency. Bird and weather proof. No rivets or 
welds. No parts to assemble. Quickly erected with lag screws and 
nails packed with the hangers. 

There’s nothing to compare with “Five-Fifteen” at anywhere near 
the price. Let us send you full details. 


ALLITH-PROUTY COMPANY 


Danville, Illinois ‘ 





Manufacturers of: 





Door Hangers Fire Door Hardware Rolling Ladders : 
Garage Door Hardware Overhead Carriers Spring Hinges : 
_ Representative Jobbers Distribute A-P Products throughout the United States 
THE RIGHT HANGER FOR EVERY DOOR 
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Wigan NNEY 
HINGES 


OU may know other 
makes by name, but it 
is very likely your cus- 
tomer never heard of any 
other hinge but McKinney. 









































McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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Should Supply Retail Sales Information? 


fm gee) lis perfectly true, as J. C. Willems told the New 
ge) York State Convention last week, that an incom- 
Sem petent clerk will nullify the best planned adver- 
tising. Itis clear that this incompetency permits a serious 
leakage in profits, which must be eliminated by intelligent 
education of the man behind the counter. 





The employing retailer must teach his associates com- 
munity service, store courtesy and the general funda- 
mentals of retailing as a profession, but, says Mr. Willems, 
the manufacturer through his salesmen can supply retail 
clerks with specific selling facts regarding specific prod- 
ucts. This appears to be a very practical division of 
responsibility for the education of retail salesmen. 


It is worthy of further thought and discussion at 
group and local gatherings and whenever you have con- 
tact with representatives of jobbers and manufacturers. 


Other readers of HAarpwarE AGE would appreciate 
your opinion on this vital problem of retailing. 
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Make Uncle Sam Your Partner 


The Etiquette of “We’’ and 
“You” in Circular Writing 





By Mark McGhee 


N preparing a sales appeal, the sooner 
we realize that everyone is the center 
of his own universe and prepare the 

copy accordingly, the sooner will our ad- 
vertising become more effective. This ap- 
plies to all forms of advertising and espe- 
cially so to letters, because letters are more 
personalized than any other form of ad- 
vertising. 

We like to be the center of discussion; 
like to have people show an interest in the 
things that please us. It is an easy thing 
to do, yet 85 out of every 100 of our mail- 
ing pieces show a complete disregard for 
this fundamental fact. The other 15% 
that stress the “you” attitude are bringing 
wonderful results. 


An Example 


Let us take these two letters. Both of 
them announce a “White Sale” and were 
sent out by competitors. We shall leave in 
one letter all the “‘we’s” and in the other 
letter all the “you’s,” but shall change both 
a little so that either can be used for a 


“Clearance Sale” letter. 


The “We Letter 


Dear Madam: 

We desire to call your attention to our 
Clearance Sale which we are throwing open 
to the public July 1. We have brought to- 
gether for this sale all of our summer goods, 


peuaruaivnr 

















February 26, 1925 


HARDWARE AGE 














and reduced the prices on everything at 
least 25%. We have gone so far in some 
cases as to reduce the price fully 50%. 

We should like to have you attend this 
sale, for we are confident that we can save 
vou money in nearly every department. In 
fact, we feel that this is one of the biggest 
opportunities of its kind ever offered in 
Jonesville. 

We appreciate the favors you have ex- 
tended to us in the past, and trust that we 
may have the honor of serving you at this 
time. 

Hoping that we may see you among the 
earliest shoppers, we beg to remain. 

This letter was actually used. The only 
change made is a word here and there so 
that it would apply to the Clearance Sale. 
But if any of you courteous readers use it, 
you certainly need a guardian. 


|: 

¥ Benes havin A 2 

4. Clearance \xje WOE | : 

weil hafta do, 
Bertha Ie 











The “You” Letter 
Dear Madam: 


For the last two months every depart- 
ment manager in this establishment has 
been working very hard to make this Clear- 
ance Sale the finest buying event you ever 
shared in. When you glance over the won- 
derful opportunities listed in the inclosed 
announcement, you will see countless in- 
stances of painstaking, conscientious efforts 
to give you the greatest Clearance Sale 
values you have ever known. 

There is hardly anything that you may 
need to replace in your home or for personal 
use that you will not be able to procure dur- 
ing this sale at a substantial saving in price. 

What do you think, for example, of that 
Utica sheeting item which is advertised for 





(Continued on page 80) 
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AIN STREET merchandising is not a matter of 
geographical location—but of the application of 
sound merchandising practices to your business. 

This series of articles is designed to help you become a 
“Main Street Merchandiser” even though your store is sit- 
uated on a side street. 


Main Street Merchandising Methods 


Article No. 2 on Simplifying the Turnover Problem 


climb and prices to joggle down, 
there will be discussions about turn- 
over of capital and stock investment. 

Stock records, maximum and minimum 
and everything that goes with them, are 
all right as long as we don’t allow ourselves 
to become “figure hounds” and lose sight 
of the fact that those of us who trade in 
commodities make or earn our pittance or 
plenty by having the goods when we can 
sell them. 

The best as well as the largest distribut- 
ing and retail businesses of this country 
have been built by having the merchandise 
that people want—when they want it. 

We hear a lot about the value of service— 


\" long as the tendency is for costs to 





the best way to serve people is being able 
to promptly supply what they ask for. 
The retail merchant can simplify his 
turnover problem by dividing his_ stock 
under three headings, regular stock, season- 
able goods and daily use merchandise. Of 
the latter he should never be out, as this 
class of merchandise offers opportunity for 
frequent turnover which permits of liberal 
contribution to the net. Seasonable goods 
are in the class of the bugaboos. Plenty 
of wet weather in the Spring means good 
sales of lawn mowers and small sales of 
garden hose. The merchant who is caught 
with a large stock of hose will carry it over 
unless the wet Spring is followed by dry 


_Summer months. 
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The big investment is in regular stock 
to which might be applied a formula to 
include the following: 

Standardize—adopt lines and stick to 

them. 

Avoid deviating from regular sources of 

sup ply. 

Don’t buy odd goods and don’t mix lines. 

Have plenty of standard and best selling 

S18. 

Order minimum quantities of odd sizes 

and slow sellers. 

One of the reasons for excess retail stocks 
is the condition that arose during and right 
after the war when retailers found it difficult 
to obtain all the merchandise they wanted 
from their regular sources of supply. When 
the distributors invoice indicated many 
items back ordered, the retailer ordered 
wherever he could obtain the goods. This 
condition made it necessary for many, re- 
tailers to trade with many more distributors 


than are needed to serve him under normal 
conditions. 

Retailer merchants know that the more 
people they buy from the larger their stock 
will be. So while it may appear hard to 
discontinue trading with houses who were 
helpful during trying periods, retailers are 
again headed toward fewer sources of 
supply. Doing so has a great bearing upon 
turnover and net, providing of course the 
retailer selects for his sources of supply, 
distributors who know that the service which 
gets and retains trade includes having the 
goods the retailer wants when he orders 
them. Fewer sources of supply offer econ- 
omic and accommodation advantages that 
are important during poor seasons as well 
as reducing stock investment keeping stock 
in better condition, permitting of frequent 
turnover as well as allowing more time and 
thought to be spent when the margin is 
earned—in the front of the store. 


A Display Cabinet That Helps Tool Sales 


ISPLAY arrangements of 

the type shown in the ac- 
companying illustration have 
been used with much success by 
the Reno Mercantile Co. of 
Reno, Neb., which turns a 
$6,000 stock of tools three times 
a year. It will be noted in the 
display of samples that the tools 
are held to the sample board, lo- 
cated on the front of the cabinet 
door, by means of hooks. The 
shelves inside the cabinet are 
used for holding stock, etc. On 
the inside of the cabinet doors 
posters, descriptive matter, and 
other sales helps are held in 
place by means of thumb tacks. 
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HE hardware merchant must bring to his 
store more of the trade that is logical hard- 
ware business. In this article you will find some 
practical suggestions on the best way to accom- 
plish this. 


Meeting Outside Competition 


petition he naturally thinks of other hard- 

ware stores. But other hardware stores 
comprise only a part of the competition he needs 
to consider. It will sometimes be the case that the 
other hardware stores are the least active and 
aggressive of his competitors. Competition comes 
from many other sources; department stores, elec- 
trical shops, variety stores, 5 and 10 cent stores, 
sporting goods stores, general stores, furniture 
stores, even grocery and drug stores. 

It seems as if pretty nearly every kind of store 
handles as a regular line or dips into as specials 
some of the goods that are legitimately hardware 
store lines. 

The hardware merchant is apt to underestimate 
the importance of the competition from these 
sources, to say nothing of the mail order compe- 
tition which in some towns is a serious factor. 

Almost any hardware merchant would be sur- 
prised to know the aggregate amount of the sales 
of his kind of goods in other kinds of stores in his 
town, and the actual figures on mail orders going 
out of town. He does not quite realize what oppor- 
tunities he is missing. 

How are you going to get and hold this business 
that ought to be yours but is not? 

One of the important steps for the hardware 
merchant to take to bring to his store more of 
the trade that is logically hardware store trade 
is to try to get more people to visit his store for 


W HEN a hardware merchant thinks of com- 





- displays and better displays, more lines and conse- 


any reason whatever. Many of his local non- 
hardware competitors are selling some of his goods 
as side lines, selling them to people who come in to 
buy their regular lines and buy the hardware items 
just because they see them there well displayed. 
If the hardware merchant can bring more people 
into his store, more people will buy such items from 
him just because they see them there first. 

The advantage some stores, drug stores, for in- 
stance, have over the hardware store is that they 
have more customers. More people enter the drug 
store or the 5 and 10 than enter the hardware store, 
a good many more. Most people enter some such 
stores oftener than they enter the hardware store. 

More advertising and better advertising, more 


quently a wider appeal, will bring in more people. 
Everything else being equal, people would rather 
buy hardware items in a hardware store. It is 
the natural thing for the man to think of going to 
the hardware store for chicken wire or aluminum 
ware. He knows, if you are a good advertiser, 
that he can find a better line of such goods at your 
store than in the general store or the variety store. 
If people persist in buying such things at stores 
where they are carried only in a small way, it is 
because they are not being sufficiently reminded 
that your store is the best place for such purchases. 

When a man thinks of wire fencing of any sort 
he ought to think of your store automatically. He 
will if you have told the public about it often 
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enough. When a woman thinks of aluminum ware 
or enameled ware, she will think of your store if 
you have advertised these wares adequately. 

If you are to pose as headquarters for your kinds 
of goods, you ought to see that you sell those goods 
at prices as low as those asked in stores where 
such goods are only side lines. Quality for quality 
you can sell the same goods as cheaply as anybody. 
Your operating expenses are lower than those of 
many lines. The average hardware store has an 
operating expense of 211% per cent. Department 
stores figure nearly 30 per cent. Drug stores, 25 
to 30 per cent. Even mail order houses figure their 
expenses at more than 25 per cent. ) 

People will naturally expect that you, as head- 
quarters for a line, and selling a good deal of it, 
will not be undersold by stores that buy and sell 
in small lots. 

It is true that a grocer may stock an assortment 
of aluminum or enameled ware that he offers much 
below your prices. That is because he buys a 
cheap grade of goods. You could easily undersell 
him on that same grade and make money, only you 
do not carry that grade. If you expect to hold the 
trade, it is worth while for you to carry a little of 
the cheap grade in stock to meet this competition. 

When a woman comes in to look at aluminum or 
enamelware teakettles, you show her a first class 
article and ask her a reasonable price for it. You 
know it is a superior article, heavy stock, of a 
brand that has a known reputation. It is a 7-quart 
teakettle of good weight and finish. It will wear 
indefinitely. 

But that woman has seen a teakettle in the win- 
dow of some other store. It looked about the size 
of yours, as nearly as she can remember, and the 
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HE worst competition does not come from 

other hardware merchants, but from those 
stores which handle specials. In this article we 
tell you how to win back this trade. 


price was as cheap as the product. Your price 
looks to her like highway robbery. She does not 
know that the cheaper kettle holds only 5 quarts, 
that it is very light in weight, that it is 16 or may- 
be 18 gage aluminum. Without being able to 
compare the kettles side by side, it looks to her as 
if there could not possibly be two dollars difference 
between them. You try to explain about cheap 
aluminum ware, but she views your statements 
askance and because you cannot show her. the low 
priced goods to make an actual comparison, she 
thinks you are merely running down what you do 
not have in stock, because you want to sell what 
you do have. ’ 

If you had a little assortment of the cheaper 
ware you could show such customers, and there are 
more of them than you think, the difference in the 
goods so they would understand it. You could also 
sell most of them the better goods. And anyway, 
if there are people who want to or who must buy 
cheap goods, is there any serious objection to sup- 
plying them and taking the resultant profit? 

I have merely used the teakettle as an instance. 
The same reasoning holds true through other lines. 
Carry some of the cheaper goods to help sell the 
better ones and you will be more able to hold your 
own against outside competition. The other fellows 
are depriving you of the sale of good goods by 
selling people cheap goods before you get a chance 
at them. Most of the “outside” competitors fea- 
ture lines that are not up to your best standard of 
quality. If they are getting business by that means, 
you must meet them on their own ground to get 
it back. 





(Continued on page 82) 
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HEN a man borrows an axe from his 
neighbor, there’s a market. When you 
use suggestive salesmanship—you create a 
demand. 


Distinguishing Between 





7 ERY few hardware dealers probably have 
/ ever considered the difference between mar- 
ket and demand. Your neighbor will want to 
borrow a hammer or a saw from you to do some 
work around the house. There’s a market right 
there, but the man in the hardware store did not 
realize that if he had asked that man, “Do you 
want to buy a good saw,” he would have created a 
demand. 

There is a big market for a good saw or hammer 
in every home, but not the demand. Why? Often 
the retail hardware dealer opens his store in the 
morning, then waits for some one to come in and 
ask him for a certain article, but does nothing 
(except for a window display) to bring the people 
to his store. 

The customer usually buys just what he has in 
mind, probably one article. The hardware clerk 
gives the customer just what he asked for, and 
waits on another customer. How many hardware 
clerks ever mention a number of articles a cus- 
tomer might need in his or her home? How many 
clerks would ask a customer (who is buying a 
hammer) if he could use a good saw or chisel? 

I have seen a jobber salesman (the type I 
call order takers) go into a hardware store and 
say to the buyer: “Well, Mr. ——, what have you 
got for me today?” Hardware dealer: “Send me a 
half dozen nail hammers.” Salesman: “All right. 
I will see you next week.” 


Market and Demand 


The salesman is satisfied, he got one item and 
goes on to the next store. He doesn’t take advan- 
tage of either the market or demand for anything 
else. 

Other jobbers’ salesmen go through their catalogs 
and go over their whole lines and instead of getting 
one item, they get ten or twenty, and the dealer 
buys more than he ever anticipated. Still he has 
a market ‘for everything he buys, but not the de- 
mand. 

A retail hardware merchant has the same chances 
to sell his customer five or ten articles, when origi- 
nally the customer only came in for one, by simply 
mentioning several articles that are necessary in 
every home. The majority of hardware clerks 
think if a man is not a carpenter or doesn’t look 
like a mechanic, he cannot be interested in high 
grade tools. 

There is a market for just as many high grade 
tools among the householders as there is among the 
mechanics, but not the demand, because the facts 
are not brought to the householders as they should 
be. How many hardware dealers will buy a cer- 
tain line of high grade tools and then say they 
don’t sell, there is no demand. They don’t take 
advantage of the market by asking or showing a 
customer something he could use. They are satis- 
fied just to sell him what he asked for, and let it 
go at that. 
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How Advance Price 
Information Helps Sales 


NAKING advantage of price reduction to push 

‘| a line is one of the several ways that A. E. 

Melvin, 2307 Shattuck Ave., Berkeley, Cal., 

has found successful as a means of increasing his 

turnover and his profit. He has found this method 

particularly helpful in doubling his sales of electric 
light bulbs. 

The last price reduction on lamps was made in 
January of this year, and as soon as he received 
notification of the fact Melvin immediately put a 
display of lamps in his window with a big sign, 
announcing a price reduction on lamps. During 
the first four days that the display was in the 
window he sold one month’s supply of lamps and 
had to reorder. 

The psychology of the window display was such 
that it made people feel that they were being given 
the advantage of a special price reduction, and 
consequently they were quick to avail themselves 
of it. 

During the time that the display was in the 
window Melvin arranged a special display on a 
small table at the entrance of his store, just in- 
side the door. He filled the table with an assort- 
ment of electrical accessories, such as coils of insu- 
lated wire, split plugs, various attachments, a 
couple of electric irons, an electric heater, etc. On 
the table he put a sign—‘“Special for this week 
only.” And every item was price marked. 





People entering the store to take advantage of 
the price reduction in lamps, could not fail to see 
the special bargain table at the entrance of the 
store. Practically all of them, almost involuntarily, 
stopped and examined the various articles on the 
table, and many made selections, and took several 
articles along with them with the lamps that they 
bought. 

This table alone enabled Melvin to dispose of a 
large quantity of odd stock which he had been 
anxious to get rid of in order to put in fresh stock. 
But the point is that, he did not sell any of the 
articles on the table at a loss, or at a great re- 
duction in price. He made his prices in odd figures. 
That is, he marked some articles that would ordi- 
narily sell, for instance, at 15c., down to 12c. or 
14c. Others that would usually sell for two bits 
he marked 24c. The odd cent had a good deal to 
do with attracting the attention of women cus- 
tomers. 

The week that the table was filled with electrical 
appliances and attachments Melvin’s sales in those 
articles increased 50 per cent above normal. 

Throughout the year Melvin carries an electrical 
stock that amounts in value to about $300. His 
annual stock turn in electrical goods is three times, 
on the average. Frequently it is more than that. 
It all depends on how often he is able to hold some 
sort of a special sale, similar to that outlined above. 
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How An Old Tire Sold 4 New 
Ones in 4 Minutes 


Sales Methods Used by California Merchant 
Are Unusual but Successful 


()< day last summer while in Bakersfield, 
Cal., we visited the store of Hayes & Murray 

and asked for Emmet L. Hayes, president 
of the company. Unfortunately, at the time, he was 
not in the store, but in view of the fact that he was 
momentarily expected, we decided to wait in the 
hope of seeing him. 

In about five minutes time a car drew up at the 
curb, and a man got out. He immediately began 
talking about the tire on the left front wheel with a 
man who had apparently been passing just at the 
time that the car arrived. We watched the two 
men with the casual interest that a person, who is 
waiting, always has for anything animated enough 
to attract his attention. And then a clerk came up 
to us and said, “That’s Mr. Hayes, now.” 

We had never seen him before, and observing 
that he was engaged in conversation, we naturally 
continued to wait for him to come into the store. 
In a few minutes the conversation on the curb 
ended and Mr. Hayes started for the door, but on 
the way in he met another man, who was also en- 
tering the store, and another conversation about 
the tire started. 

The two men approached the counter, near which 
we were standing, and at which a traveling sales- 
man was also standing talking with a clerk. Mr. 
Hayes knew the salesman and immediately ad- 
dressed him. 

“Hello, Jim, I was just telling Mac here abcut 


that tire on my car. Best tire I ever had. Come 
on out here and look at it. I want to show you 
something.” 

At the same time he made a sweeping gesture 
which unmistakably included us, and so all four of 
us—Mr. Hayes, the man who had entered the store 
with him, the traveling salesman, and myself— 
started for the door to inspect the tire on the left 
front wheel of Mr. Hayes’ car. The clerk hung 
back, as though undecided whether or not to join 
us. Mr. Hayes must have observed this from the 
tail of his eye, because he suddenly turned and said: 

“Come on, Tom, you come, too. I want you to see 
this.” 

So we all shuffled out of the door, and looked at 
the tire on the left front wheel of the car at the 
curb. 

Mr. Hayes had squatted down on his heels and 
was inviting us to feel a notch in the rubber, and 
to examine the thickness and quality of it, and also 
the quality of the fabric. And all the time he was 
talking about having driven the car 2800-miles, and 
then explaining that the small notch, which all of us 
were attempting to finger at the same time, was the 
only sign of wear and tear on a tire otherwise per- 
fect, etc. 

Then the traveling salesman told us how Mr. 
Hayes had sold him a set of the same kind of tires 





(Continued on page 83) 
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HE paramount principles of 

show card writing are paint, 

perseverance 
Starting with these three qualifica- 
tions, the student, with the aid of 
this series of articles by Mr. Jowitt, 
should make rapid progress. 
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Show Card Writing for the Beginner 


The Simplicity of Free-Hand Lettering 


By Joseph Bertram Jowitt 
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accomplishment that only the artistically 

inclined may become proficient at. The 
paramount principles are Paint, Perseverence and 
Pains. 

The first important thing necessary to the be- 
ginner’s success is a simple and inexpensive 
modern outfit of regular show card brushes and 
lettering ink or water color paint. 

The next important thing is the effect the work 
produces when ‘finished; what makes the hand- 
lettered show card attractive is its individuality 
and marked difference from the conventional 
stereotyped press-printed product. 

The show cards reproduced herewith are not 
anywhere as near perfect in detail as they appear, 
but the effect is just as perfect in the originals, 
and when one stops to consider that the average 
show card is read from a distance or through a 
show window, why worry about detail? 

The complete show card Roman alphabet shown 
herewith is the easiest to make, the easiest to 
read and the most pleasing to look at. 


EARNING to write show cards is not an 


Many beginners whose hands are a little shaky 
at first have soon developed into speedy and effi- 
cient show card writers through practice and 
determination alone. There is no fixed time just 
how long it takes before one is able to produce a 
legible show card; this naturally depends upon 
the individual—how much time he is willing to 
devote to consistent practice. Most beginners are 
in too much of a hurry, and instead of practising 
the elementary strokes, such as uprights, perpen- 
diculars, horizontals, curves and circles, they try 
to copy the perfect letters. The old saying, “The 
longest way round is the shortest way there,” is 
certainly true in learning show card writing. The 
writer knows of several beginners who, after six 
months’ practice, could write an attractive show 
card. Some require more time and others less. 

A beginner’s outfit should consist of three genu- 
ine Red Sable brushes, Nos. 6. 10 and 12; one set of 
five round-bill speed pens, four pen holders, three 
jars of water color show card ink (2 oz. each), red, 
black and blue; one piece of Art Gum eraser and 
one yardstick. This whole outfit should not cost 
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more than five dollars and may be purchased from 
the following show card supply houses: N. 
Glantz, 289 Bowery, New York City; Bert L. Daly, 
Dayton, Ohio, or Walbrunn Cling & Co., Chicago, 
Ill. 

When building a letter by the single-stroke 
method, every individual stroke of the brush 
should count as a finished element of that letter. 
Every time a stroke requires retouching or re- 
tracing a great deal of valuable time is lost. Al- 
ways select a brush which will make a stroke the 
exact thickness you desire. Do not try to make a 
small brush do large lettering. Brushes and let- 
tering inks constitute 75 per cent of success at 
show card writing; the other 25 per cent lies in 
nothing but PRACTICE. There are only nine dif- 
ferent strokes for the beginner to learn in order 
to make every letter in this Roman alphabet; all 
the other strokes are simply repetition strokes. 

The term single-stroke is not intended to convey 
the impression that each letter of the alphabet is 
entirely formed by one continuous single stroke of 
the brush, but by the fewest possible strokes from 
a perfectly constructed brush designed especially 
for show card writing. 

For instance, take the CAPITAL letter “A.” 
This letter requires but three single strokes to 
form its basic part. The finishing strokes, called 











“spurs,” are made with the tip of the brush after 
the basic strokes are completed. In order to make 
or keep all strokes equal in width, the brush 
should be shaped each time after it has been 
dipped in the ink. The shaping process is simply 
a matter of working it backward and forward two 
or three times on any smooth surface to give it 
a sharp, chisel edge, and also to prevent any ink 
from dropping from the brush and spoiling the 
work. 

The arrows indicate the direction each single 
stroke should be taken; the little numbers at the 
point of the arrows indicate the quantity of 
single strokes necessary to construct the basic 
part of the letter. It will be necessary in every 
case to add a few finishing touches to even off 
the letters at top and bottom and to make the 
sharp “spurs.” 

It is not necessary for the salesman who wishes 
to take up show card writing as a side line to 
learn all the different alphabets—this Roman 
alphabet will be found the most useful. Red ink, 
if used with discretion, has a wonderful “sales” 
power, as it is the one color of all that attracts 
and suggests special value-opportunity. It is plain 
psychology that a “Special Sale” of spark plugs, 
85 cents, if lettered in red paint, will attract the 
eye more quickly than if done in black. 
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Radio Exports Over Six Million 


XPORTS of radio apparatus from the United States have increased almost $200,000 a 
month recently, and if the December exports increase in proportion, the total exports 
for the year will reach a value of over six millions of dollars. Last year the exports 

totaled $3,448,112. So far, for eleven months, the total is $4,950,746. 


Department of Commerce experts believe that this year’s radio and wireless exports will be 
practically twice those of the year 1923. During the past four months these exports totaled 
$2,826,914, increasing as follows: August, $541,238; September, $567,434; October, $769,249, 
and November, a record month, $948,993. 


In weight the November exports amounted to 593,686 pounds, compared with 507,193 pounds 
for October, and 338,919 pounds for September. 


All electrical exports from the United States in 1924 will exceed those of 1923 in value by 
about twelve millions of dollars, the Department of Commerce states. With the increasing de- 
f mand for radio apparatus abroad, due chiefly to the dissemination of radio knowledge, the in- 
creasing tendency in other countries to remove restrictions on imports and the greater freedom 
. granted to broadcasters overseas, radio apparatus exports of the United States have increased 
materially. The exportation of storage batteries, both primary and secondary, also shows a 
: decided increase in the past year compared with the 1923 figures, but batteries are not in- 
: cluded in the totals given above, as radio batteries are not segregated as such. 
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Eyes 


A FTER ll, only one-third of 
on American homes are, as yet, 
wired for electricity, and the 
other millions of homes having elec- 
tricity available have a very few pieces 
of electrical equipment. There must 
be millions of homes which haven’t a 
single piece of electrical equipment. 

Why, then, the frequent attitude of 
dealers who rather take it for granted 
that a housewife has even the very 
ordinary pieces of equipment, such as 
toasters and electric irons? 

It seems to me, if I were a dealer I 
would go at the business of selling 
women electrical equipment in alto- 
gether a different way than merely 
showing a pile of irons or toasters in 
the window. Women who don’t pos- 
sess any, but should, undoubtedly have 
passed by hundreds of times windows 
laden with these unusual pieces of 
equipment. Why haven’t they bought? 

To me, a housewife of fifteen years’ 
experience, the answer seems simple. 
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Perhaps it hasn’t occurred to dealers who, after all, 
are men. The reason is that the housewife sees 
steel and wire, but not herself and her work in re- 
lation to them. Woman is a thoroughly personal 
creature; she is not good at deduction or abstracted 
conception. You must be thoroughly graphic with 
her and build a close connection with a device and 
what it will do for her. 

For that reason I have never understood why 
so many electrical equipment companies contented 
themselves with advertising or window display 
cards which were so dull, when they might be so 
graphic. Why don’t they have window displays 
which arrest a woman’s attention? Such as, let 
us say, a life size figure of a woman at an ironing 
board, a basket full of ironing almost completed, 
and a clock with indicators to show how rapidly 
it has been accomplished. Or in summer time, a 
thermometer with indicators to show how cool the 
ironing process can be, contrasted with stoves 
and sad irons. Or a picture of a business girl 
ironing her clothes in her room—and show the 
actual objects she’s ironing. 

I use this example merely to indicate what I 
mean about being graphic to the housewife. It 
never seems to be remembered that women inher- 
ently dislike mechanisms and that it’s a poor road 
to a woman’s interest to stress the mechanical side. 
She doesn’t like machinery, as such, like a man. 
Therefore, by all means show your electrical de- 
vices surrounded by the objects she knows and 
in such a way that she can see what the use of it 
will do for her. It is folly to talk to her of mechan- 
ical features, at least until after her interest has 
been fully satisfied in regard to what it will do. 
It is good strategy even.then to talk about how 
“fool proof” and simple it is in action, rather than 
about the materials and the sheer mechanical side. 

Great numbers of women, who have toasters have 
not got coffee percolators, for instance, and haven’t 
discovered how nice it is to make fresh coffee at the 
table in this way. And nobody has pointed out 
to her that she makes a more gracious picture as 
a hostess in this manner; yet this is an appeal of 
no small account. 

Another criticism I have of dealers in electrical 
equipment is that they never sell or advertise cre- 
atively the lesser known articles of electrical 
equipment. Take the warming pad—certainly a 
very comfortable, handy device. I'll lay a bet I 
know more about the possibilities of this article 
than most dealers ever thought of—probably even 
the manufacturers! Why? Because I’ve used one 
so long—and because I’m not a mere man selling 
merchandise, but a woman and a consumer. I’ve 
never seen a warming pad given a chance—it’s 
usually laid in a window and then the job of selling 
it is considered finished. 

The electric vacuum cleaner and the washing 
machine have blazed a broad trail, because a num- 
ber of manufacturers are making aggressive drives 
for business. They have served wonderfully as 
wedges to start women toward the use of more 
electrical equipment—but have the electrical deal- 
ers followed up their advantage? Some, but not 
many. Personally, I’m rather fed up on seeing 





windows filled with a helter-skelter array of elec- 
trical equipment. My hardware store does it; so 
does the electric store and the department store. 
It seems to me that store windows reek with elec- 
trical equipment—but most of the time I’m con- 
scious only of steel, nickel and wire. They do not 
present ideas to me—only merchandise. It’s a 
common fault with all retailers to believe that all 
you need do is show the merchandise and then we'll 
want the goods. Not so, my friend; we get sick 
of looking at merchandise—we want help and ideas! 

The same is true of lighting equipment—a sub- 
ject on which I believe women need much educa- 
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ELL the housewife on the idea of the 
electrical kitchen and laundry. It will 
build sales and prestige. 


tion. I’ve been making discoveries about home 
lighting in recent years; but mostly on my own 
accord; I have had help from only one live dealer. 

Women do not seem to have learned all the inter- 
esting things they can do with home lighting. 
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Cooperation and Publicity Will 
Rout “Glorified Peddler” 


the first duty of the doctor is to make a 

thorough analysis of the malady which he 
is called upon to treat. So it is with the problem 
of the peddler, which today menaces so acutely 
the merchants all over the United States. Before 
we can find a cure for this evil we must feel sure 
that we thoroughly understand its nature. 

In the first place, the business of selling from 
house to house falls into two clearly marked di- 
visions. On the one hand we have the house-to- 
house peddler who is dealing in legitimate mer- 
chandise, and whose business is unquestionably 
legitimate, however guilty he may be in his 
methods. On the other, we are confronted with 
the very large and pestilent army of petty crooks 
and grafters who either engage in out-and-out 
swindling by taking orders and money for goods 
which are never delivered, or who indulge in the 


Wane 1 a remedy is required for a disease, 


less dangerous form of dishonesty by selling in- 
ferior merchandise through misrepresentation. 

It is important to keep the distinction between 
these two classes of peddlers clearly in mind, be- 
cause the methods in dealing with one case will 
not be suitable in dealing with the other. 

From the point of view of the merchant, how- 
ever, there is one respect in which the whole body 
of the peddling fraternity is a common foe. The 
battlecry of all breeds and varieties of peddlers is 
the same, and consists of a song of hate against 
the merchant. Day in and day out the housewives 
of America are having dinned in their ears a 
fantastic story of huge profits made by retailers, 
and are being assured that every merchant is a 
conscienceless profiteer engaged in a systematic 
policy of gouging his customers. 

Here is the gravest and most sinister part of 
the whole peddler problem. The volume of trade 
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which is actually diverted from the merchants of 
any town by the operations of house-to-house 
salesmen is a minor matter compared with the 
undermining of public confidence in the great 
merchant body, and the spreading of a false and 
malicious doctrine of unfair profit taking on the 
part of the retailer. No merchant can afford to 
overlook the menace involved in this situation. 
He may regard the loss of trade as insignificant, 
but he cannot disregard an injury to his good 
name. Every merchant has bitter cause to re- 
member the country-wide persecution of his class 
which was inaugurated by Attorney General 
Palmer in his so-called Fair Price Fixing Cam- 
paign. If the lies which are being so assiduously 
propagated by the house-to-house salesman today 
are not checked the seed for just such another 
harvest of hysteria is surely being sown. 

How, then, are these lies to be met and this 
menace uprooted? My reply is, only by vigorous 
and constant action by the merchants of any 
community working together in loyal and frank 
cooperation, and in a campaign of education 
among their fellow citizens. That is a general 
prescription, and I have no desire to deal in gen- 
eralities, but before going into details as to how 
the remedy shall be applied, it will be well to con- 
sider the case which the merchants have to pre- 
sent in such a campaign as I have suggested. It 
is a good case and a strong one, based on truth 
and justice, one that is bound to win if its advo- 
cates know their business, because the American 
people will always respond to any demand for fair 
play if they are correctly informed as to the facts. 

The big outstanding fact in the case of the mer- 
chant versus the peddler is that the former is a 
great constructive force in the upbuilding of his 
community, while the latter is at best a parasite. 
Any man or woman will readily recognize, when 
it is called to his or her attention, that the back- 
bone of any town or city is its merchants. Who- 
ever heard of a town without any stores, and if 
the stores of a town were to put up their shutters, 
how long would such a place last? The bulk of 
the taxes of any community rests on its merchants. 
They are in the forefront of every movement for 
civic improvement; without their money streets 
could not be paved or lighted, schools could not 
be built, police and fire departments could not be 
maintained, hospitals could not be supported and 
public charities would quickly languish. 

In the matter of more intimate personal ser- 


vices, the merchant also occupies a place which 
could not be duplicated by any other agency. At 
the price of a heavy investment in buildings and 
stocks of merchandise, he stands ready to supply 
the needs of his fellow citizens at any moment 
that those needs call for satisfaction. 

If the housewife who buys an occasional pair 
of hose, a yard of silk, or a pound of tea from a 
peddler was compelled to rely for her daily needs 
on these casual salesmen, she would wake up very 
quickly to the very important part the merchant 
plays in her life. 

The difference between the service offered by 
the merchant and the peddler is strongly illus- 
trated when it comes to a question of a dissatis- 
fied purchaser. The woman who buys goods from 
a peddler has no redress if she finds on examina- 
tion that her purchase is unsatisfactory, or if for 
any reason, either fair or otherwise, she repents 
of her bargain. How very different is the situa- 
tion in the case of a purchase made from the mer- 
chant. He is always there and easily accessible, 
and ready and willing to listen to and adjust her 
complaint. The practically universal rule among 
modern retailers is that the customer is always 
right. Any woman who deals with a first-class 
store today knows that if she wants to repent of 
a bargain the road will be made very easy for her. 
Even if her change of mind is based on nothing 
but a whim, she will get courteous treatment and 
satisfaction. 

Even then the case for the merchant is not com- 
plete. In addition to shouldering the heaviest 
Share of the taxes, and taking an indisputable 
part in providing for the comfort and necessities 
of his neighbors, he is one of the largest em- 
ployers in his community, in many cases the larg- 
est. The store is the training ground for young 
men and women embarking on life. 

Such are the salient points in the case of the 
merchant, and they are points which are so far 
above argument that no intelligent person would 
endeavor to dispute them. The trouble lies in 
their very commonplaceness. The things which 
we are most familiar with are things of which we 
are least concerned. The services which the mer- 
chant performs are taken as a matter of course 
by the average housewife, and the peddler trades 
on this fact. The only person who can change 
that situation is the merchant himself. He must 
get out and blow his own horn, and that brings 
me back to my solution for the peddler problem. 





The “‘Glorified Peddler’ as Others See Him 


Some Suggestions for Curbing 
the Peddler 


LLEW S. SOULE, Editor, 
HARDWARE AGE, 
New York City. 
I have read your articles on the ‘Glorified Ped- 
dler” the past few weeks. As I am intensely inter- 
ested in the success of all jobbers and retailers of 


hardware, and as my success is wrapped up with 
theirs, I offer the following as the reason of why 
is the “Glorified Peddler,” and how to combat this 
kind of competition. 

I note some communities would drive him out 
with a high license, but this is not going to stop 
him. I note the dealer from Decatur, IIl., put a 
sign on his doorstep, and this stopped him from 
coming into his house. But this method also will 
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do no good, for as soon as such signs become com- 
mon the peddler will pay no attention to them. 

Now, why is the “Glorified Peddler”? Because 
as the dealer from Springfield, Ohio, wrote recently: 
He performs service, just the same as the jobber 
and dealer. The jobber and dealer have not ren- 
dered a full and complete service to their communi- 
ties. They left an opening and the peddler took 
advantage of this opportunity. 

To prove this, imagine yourself an Eastern man- 
ufacturer and you are just about to put on the 
market a new household item of great merit. Let 
us say it’s a knife sharpener. Now, it must be 
understood that you do not want to sell canvassers. 
You consider them a nuisance, as most manufac- 
turers do. You lay out your plans to sell the 
jobber only, and if that don’t succeed, then the 
dealer. You have priced this article as low as 
possible so as to get a big volume, and you have 
allowed the usual margin for the jobber and dealer. 
Your salesman calls on the jobber’s buyer and this 
is what he says: “You have a very good item, and 
after you have it introduced come and see us again. 
We have no time to introduce this item, we have 
no salesmen. Our men are order takers. Our men 
will not carry samples or demonstrate,” etc. 

Now your salesman goes to the dealer, and the 
dealer says: “What, you want us to retail that 
thing for 50 cents! A woman will never pay it. 
Get it down so we can sell it for 10 cents and we 
might sell some.” Or if you pack the item two 
dozen in a box he will say: “That’s too many; I'll 
take one-half dozen,” well knowing you can never 
market this item that way. Now you have your 
choice—scrap your machinery, stock and material 
and be a quitter, or hire canvassers to put your tool 
on the market. The above is not a dream, but is 
based on 25 years of selling experience. 

Now for the remedy. Do as the peddler does. 
Present the goods to your customers. The peddler 
and the traveling salesman use the same method. 
Dealers take notice. I don’t hang a sign in the 
window of my room in the hotel and wait for you 
to come, but go out and find you and present the 
goods. Thirty-seven years ago, as a 14-year-old boy, 
I was a wrapper-up and a hander-out behind a 
hardware counter. Do you still do business that 
way? If so, you please the canvassers very much, 
as you are working right into their hands. If you 
want to fight the canvasser, sell your customer 
something they did not call for. Don’t be dis- 
couraged if you do not sell every time. The can- 
vasser does not quit because he gets several turn- 
downs every day. Is he more of a man than you 
are? I don’t believe it. Many traveling men say 
there is no use trying to tell a hardware man any- 
thing he doesn’t want to know. 

I don’t believe it, and shall continue as in the 
past to do all I can to teach salesmanship. I sug- 
gest every jobber and manufacturer tell their sales- 
men to work along these lines. Instruct all sales- 
men that taking an order is 10 per cent, and teach- 
ing the dealer how to sell the goods is 90 per cent 
of the transaction. 

Buy all new items of merit that you can. In this 
you will be again following the canvasser, as he is 
always eager to get new items. When you buy a 


new article always have the salesman tell your 
clerks all about it, and how to sell it. Also see that 
they know how to demonstrate it, as the quickest 
way to sell a piece of hardware is by demonstra- 
tion. Put a new goods table in the store with a 
sign reading: NEW GOODS—TAKE A LOOK. 
Have a new goods window demonstration once in a 
while. Distribute circulars of new goods several 
times a year. Another plan is to hire one or two 
women to be your canvassers. Go with them a day 
or two, if necessary. Canvassers need training. I 
further suggest manufacturers choose several of 
their salesmen who are qualified and designate them 
as “teachers.” When one of these “teachers” is 
working the town let him talk to the dealers for an 
hour in the evening on salesmanship, how to ap- 
proach a customer, etc., etc. 

I further susgest that a teacher of salesmanship 
be hired permanently by the dealers in large cities. 
Let there be clerks’ and dealers’ classes and home 
courses. This stopping the canvasser is a big job 
and will require the best efforts of every one of us. 

I do not claim my plan will stop every can- 
vasser, but it will stop thousands of them and 
cause a big increase in retail sales to the benefit of 
all the trade. Dealers may depend on it that we 
are willing to tell them and their clerks how to sell 
our goods at any time. 

Now, altogether—let’s go. 

(Signed) J. E. DEKKER, 
The Alaska Freezer Co., Inc., Winchendon, Mass. 





Combating the Range Peddler 


“The peddler nuisance is rapidly becoming a 
serious menace. How to abolish the evil is being 
seriously agitated in trade circles. It is doubtful 
whether the nuisance can be controlled by legisla- 
tion. That the problem is a serious one which has 
seemingly assumed alarming proportions is shown 
not only by the statistics of the number of peddlers 
abroad in the land, but by the individual complaints 
which are calling for redress of the grievance. 

“Members are writing in to request assistance in 
combating the range peddler nuisance. The trouble 
seems to be particularly acute in the vicinity of 
North Platte. Evidently the peddlers have been 
working west on the Union Pacific. If the range 
peddler has not yet appeared in your vicinity, we 
would suggest that you lose no time in getting out 
your ammunition and concentrating on the line of 
battle to be pursued. Until some concerted cam- 
paign for the suppression of this nuisance can be 
formulated, we suggest that the best way for the 
merchant to carry on the warfare on his own ac- 
count is to institute an aggressive sales campaign, 
and beat the fellow at his own game. The home 
dealer has even at times capitalized on the interest 
created by the invasion of the peddler. The house- 
wife realizes that the legitimate dealer sells de- 
pendable merchandise and stands back of every 
sale. If she prefers the house-to-house canvasser, 
send out your men to canvass the vicinity. You 
can play the game better than the itinerant ped- 
dler.”—Nebraska Ironmonger. 
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 DIGRESSIONS 


By Saunders Norvell 


OME of my readers thought I was rather un- 
kind to refer to a certain class of salesmen as 
“morons.” From the letters I have received, 

some of these readers are not exactly clear as to 
what a “moron” is. They seem to think that a 
moron is decadent, and that he is vicious. Boys, 
you are wrong. 

The word “moron” comes from the Greek “mores.” 
The Latin is “mors.” Both the Greek and the Latin 
mean death or delay. The word “moratorium” comes 
from the same root—the death or delay of credit. 
The only meaning of the word “moron” is a person 
with a delayed intellectual development. 

Now, in answer to some of my critics, let me put 
this question: When you send a salesman out to sell 
goods, when you pay him a salary, pay his hotel 
bills, his bus hire, his railroad fare—when he costs 
you, say, $10 per day to travel and take orders, and 
when this gentleman is successful in getting an order, 
if he does not care enough or is so careless or does 
not take the necessary time, and sends you orders 
written up in such a manner that you wonder what in 
the world he was trying to sell, isn’t he a moron? 
What man of intelligence would leave his home and 
family and go to all the expense, time and trouble 
of trying to sell goods, and when he did secure an 
order, send it in written up in such an unintelligible 
manner that nobody knows what he wants? What 
man, wnless his intelligence was delayed? Who would 
do this sort of thing if he had the mind of a child 
over 14? 

All of us who have anything to do with the han- 
dling of salesmen know that this is exactly the sort 
of thing that is happening every day—all over this 
country—with every jobbing house in the land. Every 
day sales managers and stock clerks are studying 
orders, trying to figure out what the salesman sold. 
Every day there are mistakes in prices. Every day 
claim departments are corresponding with customers, 
attempting to explain some of the errors made by 
these morons. A jobber’s first duty is to clean up 
his list of morons! 

I have a moron who calls on me once a month. 
He works for an advertising agency. He is tall and 
good-looking. He dresses well. For the past five 
months, he has called regularly each month and this 
is what happens: “Good morning! Are you inter- 
ested in advertising?” “No. We are entirely satis- 
fied with the advertising agency we have.” “Then 
there is no show for me to get any of your adver- 
tising?” “No, sir, I am sorry. Not today.” The 
gentleman smiles, shakes hands and leaves. He has 
called every month and repeated precisely that con- 
versation five times—not an argument—not a new 
idea—nothing. I suppose this young man must be 
on a payroll. I suppose he draws a regular salary. 
I wonder if he repeats that formula on every call. I 
wonder if he ever opens any advertising accounts. 


I suppose he must get some business because I know 
he has held this one job now for five months! When 
he calls next month, I am purposely going to try to 
get him to say something else! 

The sporting fraternity have an idea that a man 
should be a good loser. Personally, I do not believe 
in a salesman’s ever being a good loser. I want bad 
losers. I want men, when they lose out, not to feel 
badly, but to feel bad—to feel darned bad. I want 
them to be sore. I want them to kick because they 
lose. 

Now, just put it down as a maxim that every 
moron is good-natured. They are good losers. No 
one ever saw a melancholy idiot. When you call them 
down for a mistake, they answer, “Was there ever 
anybody who did not make mistakes? Everybody 
makes mistakes. I do not see why you should be 
so hard on me simply because I make a mistake.” 
Good Lord, how cheerful they are! I look at them 
and wonder. 

This article is somewhat of a digression, but after 
all, the cost of morons in business is a very large 
percentage of the cost of distribution. We must not 
forget that this type of mind is a direct result of 
our modern industrial system. It is the factory mind 
attempting to operate in business. The modern fac- 
tory reduces operations to small units. Each em- 
playee, as in the factory of Henry Ford, does 
only one thing. The more the number of mo- 
tions he makes can be reduced, the better. The em- 
ployee actually becomes a machine. He is not ex- 
pected to think. Now when you take an employee 
with the factory state of mind and put him into 
selling, where the motions cannot be reduced to a 
system, where thinking and initiative are necessary, 
naturally he fails. You cannot reduce selling down 
to a formula. 

I have just been engaged in moving a business. 
Happening one afternoon to drop into a warehouse, 
I found several large trucks loaded with goods, wait- 
ing. Eight men were sitting around, waiting. 
“What’s the big idea?” I inquired. “Well,” an- 
swered one of the “waiters,” “nobody has told us 
where to put these goods in the warehouse. We are 
waiting for instructions.” “Did anyone think of 
telephoning over to the manager for instructions?” 
I inquired. “No,” answered one Son of Rest—‘‘We 
thought we would just wait until he came around.” 
Here was the factory mind—pass me my work and 
I will do it; otherwise, I will wait. 

In sales textbooks, we read a good deal about how 
to write “pep” letters. Once out West I occupied 
an office with another salesman for another house. 
I have never forgotten a letter this salesman re- 
ceived. I do not believe a letter like this will ever 
be found in “Salesmanship Taught in Six Lessons.” 
This salesman sat with his feet elevated on a desk. 
He rolled a large cigar in his mouth. He read this 
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letter carefully, slowly removed his feet from the 
top of the desk, took his cigar out of his mouth and 
remarked: “Well, what do you think of this?”—and 
he handed me the letter. This was many years ago, 
and I will have to repeat the contents of that letter 
from memory. It ran something like this: 

“Your order for Jones & Jones received. It looks 
like a nice order, We congratulate you on getting 
it. We have had some of our experts here in the 
house study this order, trying to figure out just 
what goods should be sent. 

“If we send the goods called for, the price on the 
order does not fit. If we change the items so the 
price will be right, we are afraid we will send the 
wrong kind of goods. We do not know whether the 
description of the goods is correct and the price is 
wrong, or whether the price is correct and the de- 
scription of the goods is wrong. 

“‘We therefore are holding the order and are now 
writing, asking you to kindly tell us exactly what 
you sold.” 

Then came the interesting part of the letter. It 
was as follows: 

“My dear sir, you either have normal intelligence 
or you have not. If you have normal intelligence, 
will you kindly advise us why you sent us an order 
written up in this manner? If you have normal in- 
telligence and for some reason you do not use it in 
writing up your orders, then, of course, the fault is 
yours, If, on the other hand, my dear sir, you have 
not normal intelligence, then the fault is ours in 
keeping you on the road. 

“We wish to decide this question right now. We 
would like you to advise us by return mail, not only 
what to send on this order, but also to advise us 
definitely and directly whether you consider that you 
are a person of normal intelligence or not.” 

My friend, the salesman devoted quite some time 
to an epistle answering this letter. He assured the 
sales manager that he was a person of normal in- 
telligence, but that on this particular occasion, some- 
thing in his mental machinery must have slipped. 
He assured him it was an exception and not the 
rule, and that in future, if the “entente cordiale” 
between himself and the house could be continued, 
he would make the effort to send in orders that would 
indicate at least an average level of human intelli- 
gence. 

Since dictating my last article, a hardware job- 
ber telephoned, asking me to have luncheon with him 
at the Hardware Club, here in New York. He told 
me two stories that are so interesting that in this 
digression I will take the liberty of repeating them. 
Incidentally, this hardware jobber, who has amassed 
a large fortune in the hardware business, also told 
me that he had made up his mind that people who 
are waiting for prices or the scale of living to get 
back to what they were in 1913 belong in the class 
of the foolish virgins. He told me that in his opinion, 
it will be a very long time before there will be 
any considerable reduction in wages or any general 
reduction in the costs of goods in the hardware line. 
He stated that this idea of waiting for lower prices 
will be the cause of very large losses in profits, both 
for jobbers and retailers in the hardware business. 
As far as he himself is concerned, he added, he is 


not waiting. He is keeping his stock complete. He 
is filling orders. “You know,” remarked this jobber, 
“IT once knew a great merchant. He made an out- 
standing success. However, he never had but one 
business idea. That idea was to be able to fill an 
order quickly, as soon as it was received. This mer- 
chant got rich on that idea. Afterwards, he died 
and his business came to grief, The trouble with 
his successors was that they had four or five ideas! 

But here is the first of the two interesting true 
stories this hardware man told me: There was a 
railroad passenger agent. At 65 years of age, he was 
retired on a pension. He bought a restaurant. He 
knew nothing whatever about running a restaurant, 
but he secured a good location. He ran this restau- 
rant for five years and made a modest living out of 
it for himself and his wife. 

One day he died. When the restaurant was ap- 
praised, the assets footed up $35,000. The widow 
decided to sell out. She advertised the restaurant for 
sale. A buyer came along and offered her $30,000 
spot cash. In the course of the negotiations, he re- 
marked to the widow that if he got the restaurant, 
he proposed to employ a certain experienced restau- 
rant man he knew to run it. The widow decided not 
to sell. She looked up the experienced restaurant man 
and made an arrangement with him to run her 
restaurant and divide with her on a basis of 50-50. 

Under the direction of the manager she employed, 
the restaurant for five years paid her a net profit 
of $30,000 per annum. In other words, the business 
earned $60,000 per annum, net. 
killed in an automobile accident. The business was 
inherited by her son. 

The son decided to run the business himself. He 
declined to renew the contract with the experienced 
manager. This manager started another restaurant 
in the same neighborhood and is doing very well. 
Now this son developed a fine idea. He decided to 
reduce the price of coffee from 10 cents to 5 cents 
per cup. At the end of that year, he found, instead 
of earning $60,000, that he had lost on the business 
just $10,000. He called in a public accountant to 
check up his business and find out the source of the 
trouble. The accountant in a very short time dis- 
covered the reduction in the price of coffee, and it 
was demonstrated that this restaurant sold 1,400,000 
cups of coffee per annum. The reduction of 5 cents 
per cup therefore cost $70,000. It does seem that 
the young man who took charge of the restaurant 
might have figured out this simple sum in arith- 
metic before he decided to reduce the price! 

Here is the other true story this hardware man 
told me: Two men formed a partnership and during 
the war started to manufacture, in New York, a cer- 
tain line of goods (not hardware) on which Germany 
had enjoyed most of the business in the United 
States before the war. The profits of this business 
in 1923 were $200,000. Now these two men said 
to themselves: “No doubt Germany will soon be 
back here after this business. It behooves us to 
work fast and make hay while the sun_ shines.” 
Therefore, intsead of buying a building, they only 
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“Glorified Peddler” Dis- 
cussed at Ohio Meeting 


F.R. Conklin Succeeds C. A. Tope as President of Ohio Hardware 
Association—Abcut 2000 Attend Columbus Meeting. 


AITHFUL attention to community obliga- 

tions as a means of curbing the growth of 

“The Glorified Peddler” was featured in 
practically every address and discussion at the 
thirty-first annual convention of the Ohio Hard- 
ware Association, held Feb. 10-14, at the Hotel 
Deshler, Columbus, Ohio. The elimination of 
waste and extravagance was the convention 
theme. 

Attendance was about 2000. Appropriate 
resolutions were passed indorsing simplifica- 
tion recommendations of the Department of 
Commerce, particularly in reference to the sug- 
gested limitations of paint to 24 colors, a sug- 
gestion which paint producers will be urged to 
accept. The present Ohio assembly was highly 
indorsed and will be urged in resolutions to 
provide an adequate fund for the establishment 


und maintenance of a business research di- 
vision as a part of the Ohio State University 
service to business of the State. 

F. R. Conklin of Delaware was elected presi- 
dent to succeed retiring President C. A. Tope 
of Carrollton, who presided over the sessions. 
W. B. Martin of Mansfield was chosen vice- 
president. Secretary James B. Carson and 
Treasurer John F. Baker, both of Dayton, were 
reelected. New directors elected were: Henry 
B. Goldcamp, Ironton; Henry Horn, Toledo; A. 
L. Hannaford, Elyria, and Frank Wolf, Zanes- 
ville, who, with the officers, R. W. Paterson, 
Cleveland; J. C. Stimmel, Columbus; J. C. 
Bevis, Harrison; J. Z. Riley, Celina, and Geo. 
Pfarr, Akron, will comprise the board for the 
coming year. 


Secretary Carson provided one of 
those typically instructive and inter- 
esting Ohio programs. Nearly 120 
manufacturers and jobbers cooperated 
to make the exhibit at Memorial Hall 
a real success. 

Hugh Diamond, of Galion, the Harry 
Lauder of hardware men, led the sing- 
ing and entertained at odd moments 
with appropriate hardware songs of 
his own making, sung to Scotch tunes. 

Ladies of the convention were re- 
ceived at tea by Mrs. Vic Donahey 
(wife of the Governor) at the Gov- 
ernor’s Mansion. The exhibitors also 
entertained at tea. 

“No community owes you a living. 
You owe community service, and as 





you serve you will be paid back,” Tom 
Witten, Witten Hardware Co., Tren- 
ton, Mo., told the opening session. Mr. 
Witten is the Daddy of the W. K. 
Trenton Community Idea, which he 
summed up by saying “A town is as 
large as its trade territory. The store- 
keeper who builds business on weaker 
dealers is a leech on the community. 
The merchant who strengthens his 
weaker brother dealer is an asset to 
his community. Be sure and get ac- 
quainted with the entire family and 
with all the folks in your territory.” 
Mr. Witten paid a warm tribute to 
women, told members to avail them- 
selves of association advantages, and 
urged hardware men to respect laws, 





scorn special privileges, and stand up 
for the boys and girls of the com- 
munity. “Make your community better 
for having lived in it, and you need 
not fear the unaffiliated peddler,” he 
said. 


Isaac Black on Waste 


Isaac Black, president, Russell & 
Erwin Mfg. Co., New Britain, Conn., 
and three times president of the Ameri- 
can Hardware Manufacturers’ Associa- 
tion, said: “Waste and extravagance 
start with the manufacturer and must 
be corrected at the source, which is 
the factory—before retail wastes can 
be eliminated.” Mr. Black told of his 
company’s’ simplified catalog, com- 








56 


mended the efforts of Secretary Hoover 
and charged the jobber with the respon- 
sibility of keeping dealers informed on 
pending and operative simplification to 





George M. Gray, National President 


prevent trade embarrassment, and to 
effect waste elimination. Mr. Black 
continued: 

“Jobbing should be localized to profit- 





Henry A. Squibbs 


able areas. One of the wastes in the 
retail business is caused by dealers 
spreading their purchases among _ too 
many jobbers. 





Isaac Black 


“TI believe in dealers supporting local 
jobbers. Going out of your territory 
works hardships on jobbers. I do not 
believe jobbers can cover the entire 
United States. 
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“One of the greatest wastes in the 
retail business is lack of knowledge on 
the things you sell—this is meant as 
constructive criticism.” 

Mr. Black championed piece work 
basis in production as a means of con- 
trolling manufacturing costs, a prac- 
tice which he said would not be adopted 
by jobbers and retailers. 

Picking up a circular of four “Glori- 
fied Peddler” articles reprinted from 
HARDWARE AGE, the speaker said: 

“If peddling is right, it will survive; 
if not, it will not. Keep on attending 
to your own business. You are counted 
out when you cannot serve with mutual 
profit.” 


Urged Trade Paper Reading 


Mr. Black closed saying he believed 
national consumer advertising unneces- 
sary, and urged dealers to get all 
necessary information from hardware 
trade papers. 

“Refinement of production is well in 
hand—now there must be a refinement 
in distribution,” said W. Leonard 
Thompson, Assistant Chief, Domestic 
Commerce Division, Department of 
Commerce, Washington, D. C. Mr. 
Thompson outlined the function of 
manufacturer, jobber and retailer, and 
urged dealers to make their stores 
more attractive. 


Washington Passes “Peddler Law” 


Vice-President Conklin presided over 
an informal implement discussion 
which was led by L. H. Lightcamp, In- 
ternational Harvester Co. At _ this 
meeting it was learned that the State 
of Washington has passed a law con- 
cerning the “Glorified Peddler” which 
should bring relief to legitimate, tax 
paying merchants. Mr. Lightcamp told 
implement dealers to use fairness in 
their homes in a non-mercenary man- 
ner, meet the whole family, befriend 
the boys and girls, and talk repair 
parts as an opening wedge to sell new 
equipment. 

It was generally agreed that catering 
to the ladies will help the sale of farm 
equipment, and that outside retail 
salesmen in the employ of local mer- 
chants were not “peddlers,” but would 
help offset the inroads of the “Glorified 
Peddler.” 


President Tope Optimistic 

“My message to the Ohio Hardware 
Association today is one of assured 
confidence,” said President Tope in the 
annual address. Mr. Tope continued, 
in part: “If there is any industry in 
the United States that is due for a new 
era of prosperity, it is the hardware 
business. The spirit of optimism which 
has prevailed since November continues 
all along the line. 

“There is a feeling of settled con- 
fidence for favorable prospects based 
on the increasing amount of distribu- 
tion and production throughout the 
country, the growth of labor employ- 
ment, greater volume of transportatior 
and the continuation of banking and 
credit strength. 

“The caution of the American busi- 
ness man, in 1922-1923, the periods of 
ee is beginning to pay liber- 
a ” oe . 


The Secretary’s Report 


Secretary Carson in his annual re- 
port said 1924 was not a year of pros- 
perity for all members, but that a few 
who had made extra effort had made 
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a gain. His report follows in part: 

“We want to call your attention to 
certain classes of retailers that have 
shown a gain over the previous year, 
mail order houses, chain stores and 
house-to-house canvassers who all did 
a much larger volume of business. 

“This makes us stop and wonder if 
there is anything wrong with our sys- 
tem of doing business, with our stores 
located in communities where it is not 
possible for any kind of competition 
to render the same kind of service we 
can give, yet people with whom our 
neighbors have no personal acquain- 
tance are selling to them goods that we 
should be selling from our stores. 

“We wonder if the trouble is with 
ourselves, are we drifting in our busi- 
ness to a condition of indifference the 
same as our people at large seem to 
be doing in every phase of life’s work, 
or have we neglected to study this 
change in our general conditions and 
plan our business to make the best we 
can out of it. We believe the whole 
trouble will be found in the latter 
paragraph, we do not read and study 
as we should. We have failed to see 
that this is an age of specializing, we 
have grown up in the atmosphere of 
the general practitioner and the spe- 
cialist is taking business away from us 
and we are not trying to do anything 
in the way of making specialists of our- 
selves. 

“One of the greatest troubles with 
most of us is that we thought that 
when we left school in our boyhood 
days, our education had been completed, 
we fail to realize that we must go to 
school every day if we want to keep 
up with our class. Efforts are being 
made in every line of business to-— 
day to help the young man to do 
a successful business from the start; 
he does not have to spend the greater 
part of his life in learning from ex- 
perience the business principles that 
must be followed to be successful, as 
our older members have done. Yet in 
many instances these efforts are not 
taken advantage of. 

“Mental effort seems to be a greater 
task with some members than physical 
effort; they would rather go out in 
the wareroom and unpack goods than 
to plan the sales of the goods after 
they are unpacked. We urge our mem- 
bers to greater interest in the details 
of their business, to become greater 
readers of trade journals and greater 
students of business results in order 
that they may become business build- 
ers instead of just taking what comes 
to them; to become the architect who 
plans the building, because no business 
is ever built without a plan.” 


Peddling Has Reached Peak 


“Peddling has reached its peak be- 
cause of its great annoyance to the 
public,” said George B. Sheridan, ex- 
ecutive manager of Ohio Council of 
Retail Merchants, after he expressed 
the opinion that legislation against 
peddling would not be effective. Mr. 
Sheridan outlined the work of the coun- 
cil, which is to watch legislation af- 
fecting retail merchants. 

In answer to an inquiry by H. B. 
McGrath, Cleveland, Mr. Sheridan 
said: “Legislation against peddling 
would not be effective because it would 
make martyrs of peddlers, thus excit- 
ing public sympathy toward and not 
against them. Frank Pekoc, Jr., Cleve- 
land, suggested taxes te levied against 
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peddlers as a means of curbing their 
activities. 


National President Gray Speaks 


The retailer who is on the job, who 
learns and serves the needs of his 
community, helps himself and others, 
doesn’t need to fear the competition of 
the Glorified Peddler, mail order house 
or city department store, said George 
M. Gray, Coshocton, president, Na- 
tional Retail Hardware Association, 
Mr. Gray urged better store arrange- 
ment, and cited an example of an 
Indiana store where improved arrange- 
ments increased sales from 10 to 40 
per cent in all departments. 

He called upon dealers to clean out 
dead stocks, and said in part. “Why 
does one store go forward and another 
go backward? Because the former 
finds out just what the public wants 
and does not handle unwanted goods. 
We retailers are losing out by not 
learning the needs of the community. 

“The dealer who is too busy to join 
the association or attend its conven- 
tions usually has a dismal and dirty 
store. Every unread hardware paper 
is a loss of profit, so is every unattended 
convention.” 

The national president scored direct 
competition by manufacturers and job- 
bers, which, he said, demoralized the 
retail trade, saying in part: “The 
manufacturer has a right to sell any- 
where, but if he sells to the retail 
trade he should stick to that trade 
and not compete with it.” In closing 
Mr. Gray spoke of the newly formed 
Hardware Council as an_ effective 
means of solving various problems af- 
fecting hardware distribution. 

Paul J. Stekes, research manager 
for National Retail Hardware Associa- 
tion, told members that 1925 offered 
the best conditions for business activity 
since 1920. Mr. Stokes declared that 
research had shown merchants were 
suffering their greatest losses through 
increase of clerk hire, without a cor- 
responding increase in sales. Time 
waste, he said, was the greatest loss 
being suffered by retailers in all lines 
of business. 
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Henry Squibbs, manager fence de- | 
partment, American Steel & Wire Co., 
predicted an era of industrial pros- 
perity greater than ever experienced 
before, and said in part: 

“Trrespective of conditions, good or 
bad, the volume of your business de- 
pends upon your effort and on your 
taking advantage of every opportunity. 
In the law of averages retailers retain 
about 85 per cent of established busi- 
ness, and must obtain an additional 15 
per cent of new trade to break even. 

“The two main reasons for losing a 
customer are your failure to furnish 
his needs and your failure to furnish 
appreciation of his patronage.” 

Attention to children, courtesy to all, 
and the taking advantage of oppor- 
tunities were given as the fundamentals 
of business. 

Expressing interest in the “Glorified 
Peddler” articles reprinted from HARp- 
WARE AGE, Mr. Squibbs said: “Why the 
peddler? You are responsible. The 
growth of the peddler has been due to 
his going out after business and the 
making of a personal appeal, which 
you should do yourself.” 

“Turnovers and not: margins make 
profits,” said W. A. Keys, buyer, Smith 
Brothers Hardware Corporation, Co- 
lumbus, Ohio. Mr. Keys declared that 
21 per cent to 31 per cent of average 
hardware stock has less than one an- 
nual turnover. As a means of increas- 
ing turnover he suggested united effort 
toward simplification, and said hard- 
ware dealers need to get their houses 
in order instead of lowering salaries 
and decreasing their staffs. 


Christianson Favors Cooperative 
Buying 


“All of us know more than any of 
us,” said B. Ch:istianson, field secre- 
tary, Wisconsin Retail Hardware As- 
sociation. Mr. Christianson favored 
cooperative buying, and said jobbers 
are anxious to sell dealers’ buying 
pools. Such practice will provide an 
extra discount which, he said, should 
be made the most of. Mr. Christianson 
said such buying pools provided a close 





57 


contact between dealers, which often 
enabled the participants to adjust their 
stocks to mutual gain. He further 
urged cooperative advertising and ser- 
vice. 

With the aid of charts Harold W. 
Berwig gave a talk entitled “Where 
Have My Profits Gone?” Mr. Berwig 
explained the important accounting 
facts necessary to determine profit and 
loss, and advocated more attention to 
these details. 

J. W. Stuber, editor, Ohio Sports- 
man, urged members “to consider the 
advisability of a tax on anglers as a 
means of providing funds to replace 
game fish in Ohio waters.” 

In a discussion on special sales, led 
by Albert Zettler of Columbus, it was 
generally agreed that special sales are 
all right to close out discontinued lines, 
or to bring people to the stores, but 
that frequently the people who are 
brought to the store buy nothing other 
than the special. P. F. Pfleger, Cleve- 
land, operates two stores. In one store 
he holds special sales during dull sea- 
sons to keep people acquainted, and has 
found sales have kept up with the aid 
of such sales. He said he found a 39 
cent special on one line led to $1 and 
$1.25 sales in kindred items. 

Considerable applause was given 
when R. W. Paterson, Cleveland, di- 
rector of the State and president of 
his local association, questioned the 
value of special sales from a psycho- 
logical standpoint, saying that bad 
feeling is caused when a regular cus- 
tomer who paid $5 for an item sees 
transient patrons buy the same article 
for $3.98. Such practice, he said, sug- 
gested excessive profits on that item 
and on every other article sold. 

Miles J. Watson, Oberlin, a former 
president, delivered the report of the 
nominating committee, as Chairman 
and Past President George E. Pfarr, 
Akron, was absent, due to illness. 

Albert Zettler, Columbus, was chair- 
man of the local committee, and was 
aided by Mrs. Zettler in making ar- 
rangements for the comfort and enter- 
tainment of visiting ladies. 








Hibbard, Spencer & Bartlett to 


Erect New Building 


ERE is a view of the new warehouse to 
be erected by Hibbard-Spencer & Bart- 
Ill., on North Water 


lett & Co., Chicago, 


Street, 250 ft. east of Michigan Avenue. 
will extend through to the Chicago river, 
having a frontage of 172 ft. on North Water 
Street and 198 ft. on the river with an east 
line of 423 ft. and a west line of 335 ft. It will 
adjoin the company’s present four-story ware- 


house on the west. 


The building will cost close to $4,006,000. 
It will be thirteen stories with basement, and 
will provide about 910,000 square feet of floor 
The exterior on the street and river 
frontages will be of face brick, while the east 
and west walls will be of common brick, with 
panels or some such feature to relieve the 


space. 


monotony of a plain brick wall. 
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Hardware Men Discuss Retail 
Efficiency at N.Y. Convention 








**Glorified Peddler’’ also Important Topic at New York State Retail 
Hardware Association Convention, Held at Buffalo, Feb. 10-15 


The Rev. 


twenty-third annual convention of the New 

York State Retail Hardware Association, 
held at Buffalo, N. Y., Feb. 10 to 13. All meet- 
ings were held at the Hotel Statler. The exhibit 
was at the Broadway Auditorium. Attendance 
at all meetings was very large, and members 
showed considerable interest in the addresses and 


’ FFICIENT retailing was the theme of the 


discussions of the various sessions. 
G. A. Liechliter, Buffalo, delivered the invocation. 
President H. P. Aikman, Cazenovia, presided. 

One of the resolutions passed called for the 
investigation and study of the “Glorified Ped- 
dling” evil as it affects the retail merchant. It is 
likely that a committee will be formed to handle 
this important subject. 





E. D. Baker, Andover, was elected 
president to succeed H. P. Aikman, 
Cazenovia, who presided. B. E. Martin, 
Elmira, was chosen first vice-president, 
and George G. Allen of Buffalo was se- 
lected as second vice-president. Secre- 
tary John B. Foley, Syracuse, and 
Treasurer Frank E. Pelton, Herkimer, 
were reelected. 


The President’s Message 


In his annual address President Aik- 
man told of the association’s incorpora- 
tion in 1908, with a membership of 400. 
He said the present membership in- 
cludes 1150 of the highest type stores 
in the state. Commenting on the busi- 
ness situation, Mr. Aikman said in 
part: “We are facing now as never 
before sharper and more intelligent 
competition from concerns who a few 
years ago did not consider hardware a 
proper line for them to handle and 
sell, who now actively and aggressively 
are competitors in the popular items 
that rightfully belong to the hardware 





trade. We must coach ourselves to meet 
this competition. 

It is a time when a hardware man 
must be educated to the highest degree 
of efficiency in order to be a merchant 
instead of a mere storekeeper. 

There is a tendency at this time for 
most every live and wide-awake mer- 
chant to seek better equipped stores, 
more accurate accounting systems, more 
carefully planned advertising methods, 
better show windows and displays in 
order to render better service to their 
customers and at the same time make 
a double margin of profit for them- 
selves. 


Soule on Peddler Menace 


Llew S. Soule, Editor HARDWARE 
AGE, called attention to the insidious 
advance of a serious menace to the re- 
tail trade—the peddler who sells mer- 
chandise direct from the manufacturer 
to the consumer. Mr. Soule called him 
“The Glorified Peddler” and said in 
part: “He wants to be called a sales- 





man, a solicitor, a representative of 
some large organization. That word 
‘peddler’ punctures his pride, and is the 
best possible weapon against this men- 
ace. Stamp the peddler with his true 
name. Educate the housewife to see 
him back of his veneer, as a peddler, 
and his sales will slump. 

“In the quiet leisure of their homes 
thousands of American women are 
turning over to peddlers millions of 
dollars which should go into the cash 
register of the retail merchant. The 
consumer usually pays more for the 
peddled goods than she could buy the 
same or better quality for at her local 
stores. 

“The modern peddler pays little or 
nothing toward the improvement or up- 
keep of the communities where he oper- 
ates. He lets his easy going merchant 
competitor pay the taxes, which build 
roads, operate schools, and furnish po- 
lice and fire protection to the citizens. 
He not only deprives the merchant of 
business, but he makes that merchant’s 
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customers pay him for taking money 
out of the community. 

“The peddler has gained his growth 
because he started in a small way and 
we tolerated him. We became accus- 
tomed to him and let him grow. Now 





John B. Foley 


Secretary 


we find that he has grown into a real 
menace—that the few dollars he for- 
merly took from our towns has grown 
to millions. 

“Remember, every sale made by a 
peddler is a sale taken from some re- 
tail merchant. 


Peddling Economically Unsound 


“Peddling does not belong to the es- 
tablished order of merchandising. As 
a general system it is economically un- 
sound. It places too heavy a burden on 
the consumer and the community. Con- 
sider the vast number of items needed 
in the average community. The hard- 
ware store alone carries 6000 items. 





F.. E. Pelton 
Treasurer 


The other merchants each carry thous- 
ands of items. 

“If each separate item or line were 
to be sold only by canvassers, it would 
require a thousand peddlers to serve 
the average community. Each peddler 
would make from 1 to 100 visits per 
year. 
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The address of Llew S. alae editor of HARDWARE AGE, on the “Glorified Peddling 
Evil” was prominently featured on the first page of the “Buffalo Evening News” 


“Can any intelligent person figure 
out how it would be more economical 
for a community to pay the expenses 
and salaries of a thousand peddlers 
rather than allow a reasonable profit 
to a few local merchants? What would 
happen if peddling became the general 
accepted system of distribution?” 

Mr. Soule recommended concerted ac- 
tion through a better business associa- 
tion comprised of all retail merchants 
in a community. He urged that such 
an association tell the housewife the 
facts, show her that she is bothered to 
death by peddlers, and educate her to 
admit no one who does not carry a card 
signed by the better business commis- 
sion. He also suggested waterproof 
signs to be tacked on walls of houses, 
doorsteps and over doorbells, reading, 
“No peddlers allowed,” or to that effect. 


Dealers Realize Peddler’s Menace 


In a discussion on the peddler men- 
ace, led by W. J. Hoyt, Wellsville, N. 
Y., it was learned by a show of hands 
that more than half of the dealers pres- 
ent recognized that their businesses 
were adversely affected by peddlers. R. 
J. Atkinson, Brooklyn, said that the 
peddler had been a good thing because 
his activities made the retailer wake 





up and realize that it would not be a 
good thing if the peddler were per- 
mitted to grow. 

Van Voris, Cobleskill, praised 
the work of HARDWARE AGE in starting 
po campaign against the Glorified Ped- 

er. 

Two dealers said they were fighting 
brush competition of peddlers by stock- 
ing and selling the Osborn line of 
brushes. 

It was generally agreed that the 
dealer would fight fire with fire by 
canvassing the line he carried which 
required demonstration. 

Financing is the most important part 
in business, Martin Van _ Dussen, 
Rochester, declared in a talk on retail 
financing. In part Mr. Van Dussen 
said: “You might be able to employ 
a better salesman, a better buyer, or 
a better advertising man than you hap- 
pen to be, but if a man has more ability 
in the art of financing he is not to be 
found in your employ. So this is one 
part of the business in which you can- 
not ‘pass the buck’! 


The Financial Phase 


“Financial success is not making 
money; it is using money wisely. The 
financing of a business must begin not 
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at its inception, but at the very first 
ception of it. The three C’s of the 
financial world are capital, character 
and capacity. Every man who decides 
to go into business must pass a test of 
the three C’s.” 

“In a recent survey we find the aver- 
age margin is about 24 per cent, and 
the average expense about 18 per cent. 
It means 6 per cent on your sales, so if 
you get four turnovers a year it means 
24 per cent on your investment. If 
you can’t keep your expenses down to 
18 per cent you will have to keep your 
margin above 24 per cent in order to 
maintain the proper relation.” 

Mr. Van Dussen said the only salary 
the first year should be limited to ac- 
tual needs, after which the amount 
might be increased as much as prudence 
permits. He suggested paying all bills 
on the 10th of the month, and trans- 
ferring any surplus into a separate ac- 
count. He urged more intelligent ac- 
counting records and said more atten- 
tion should be paid to collections and 
credits. 

The report of the secretary-treasurer 
was printed and distributed to mem- 
bers on Wednesday morning. This was 
followed by a members’ forum on sim- 
plification in hardware. Frank H. 
Sticht, Fort Plain, stated that many 
merchants unconsciously overstock in 
many items, due to the fact that nearly 
all items are made in too many styles, 
sizes and patterns. He mentioned lines 
such as poultry netting, screen cloth 
and garden hose, in which he contended 
dealers could simplify their stocks. 
Tool lines, pliers, open end wrenches, 
tinners’ snips, drills, levels, rules, 
tapes, pocket knives, shears and 
kitchen knives could, he said, be simi- 
larly simplified. 


On Paint Simplification 


Edward Ferguson, New York City, 
spoke on simplifying paint lines. He 
said that seven years ago he had seven 
different kinds of varnish stain on his 
shelves. He now has one line only in 
paint and varnish. In 1923 he said he 
had sold more paint and varnish than 
any other dealer carrying the same 
line in the Bronx. 

He declared that display panels 
helped greatly in simplifying stocks, 
tools and padlocks. He now carried 
but fifteen sizes of padlocks. Last year 
he turned his paint stock seven times 
and his general stock five times. 

E. G. Hartshorn, Niagara Falls, 
read a list of things which could be 
eliminated from hardware stocks. This 
included 28-gage stovepipe, which he 
contends is too light; short elbows, and 
small sizes of rope, such as 7/16 and 
9/16 inches. He advocated that deal- 
ers should be sure to have the goods 
people want and have them all the time. 

Following this discussion, Scott C. 
Walrath, Albany; L. B. DuBois, Roch- 
ester; W. L. Smith, Massena; J. L. 
Craig Wilson, Buffalo, and R. C. Boyce, 
Wellsville, spoke on the business out- 
look for 1925 in their respective com- 
munities. All were very optimistic. 

Arthur Freeman, New York City, 
delivered an address which dealt with 
merchandising and display problems. 
He was followed by J. C. Willems, Wal- 
bridge & Co., Buffalo, who spoke on 
the manufacturer’s opportunity for the 
education of retail salesmen. Mr. Wil- 
lems said in part: 
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Educating Retail Salesmen 


“We are not critical enough in choos- 
ing our employees. With only a few 
preliminary questions and instructions 
we hire them, put them behind the 
counter, and let them find out for them- 
selves how to present the different items 
we carry in stock. When sales fall 
off and complaints come in, of course 
it is the clerk’s fault, and sooner or 
later the manufacturer comes along and 
wonders why his goods don’t move 
faster and why his advertising does 
not create the volume he expected. 

All the advertising in the world will 
not sell a lawn mower or a pair of 
skates if the clerk is not able to meet 
price objection. 

At first thought you would assume 
that it is up to the retailer to raise the 
efficiency of his clerks. To some extent 
this is true, as it pertains to adequate 
service and courteous treatment of cus- 
tomers. But when it comes to the 
knowledge of goods the manufacturer 
is the logical man to turn to. 

This educational work ought to be 
part of the service the manufacturer 
owes his customer, the same as a re- 
tailer owes this service to his custo- 
mers by telling them how to use and 
apply the article in question to gain 
utmost satisfaction. If you are able 
to show the average clerk the differ- 
ence between taking an order and the 


selling of goods, the problem would be 
solved for both retailer and manufac- 
turer. 


Dealer Helps Too General 


Mr. Willems declared that too many 
so-called dealer helps were too general 
in nature. In closing he urged dealers 
to insist on manufacturers and jobbers’ 
salesmen cooperating in the education 
of retail stores’ salesmen. 


Ross on Organization 


J. Charles Ross, Kalamazoo, Mich., 
director N. R. H. A., spoke on store 
organization as the foundation upon 
which every successful business is built. 
Mr. Ross said: The eight essential 
points of organization are selection of 
men, training and study, assignment 
of work, organization loyalty, develop- 
ing initiative, setting proper example, 
testing efficiency, and eliminating the 
inefficient. He said in part: ; 

“After satisfying yourself as to the 
applicant’s character and ability, the 
next question for consideration is that 
of compensation. This is by no means 
a one-sided question. An employee is 
entitled to fair remuneration for his 
knowledge and ability, as well as his 
services. 

“Tt is advisable many times to ask an 
applicant, before you commit yourself, 
what he considers his services worth. 
If he requests or demands a stipulated 
amount he should be able to satisfy you 
that he can earn the wage he demands. 
If the position being considered does not 
warrant your paying the wage re- 
quested and the applicant has pre- 
viously drawn a larger salary than 
you consider the position should pay, 
there is not much use of spending time 
on him, for even if he accepted your 
position and pay he would only be with 
you until he found another position with 
larger remuneration. 

“First, salespeople should be taught 
the value of cleanliness and neatness of 
appearance. The proper approach to a 
customer, the necessity for a thorough 
knowledge of the goods they are sell- 
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ing, correct principles of salesmanship, 
correct stock and store arrangement, 
window and store dressing, proper 
method of wrapping and tying various 
sized packages, economy in use of 
wrapping paper, string and _ tape, 
proper method of handling goods when 
showing them to customers, correct 
method of smoothing over a dissatisfied 
customer, the acceptance of unsatisfac- 
tory goods returned without dis- 
gruntling the customer. 

“Employees should be impressively 
admonished as to the necessity for keep- 
ing merchandise free from dust and 
dirt and in an orderly manner. They 
should be informed of the dealer’s re- 
sponsibility to his customers on account 
of damage to person or clothing from 
careless store arrangement. These and 
numerous similar points of information 
should be known. 

“If an employee is expected to de- 
velop initiative he must first be given 
the ‘power of commencing’ or oppor- 
tunity to put into practice ideas of his 
own. He must be given responsibility 
and permitted a reasonable length of 
time to work out his problems. 

“Remember this, men, every boy, 
every young man, has some ideal, some 
one person whom he looks up to, whom 
he admires, whom he imitates, and 
whom he wants to be like. Is it you, 
or you, or you? Yes, it is. I believe 
every man is the ideal of some youth. 
Unconsciously we carry a tremendous 
responsibility. We are the molders of 
custom, character and ideals. It is a 
responsibility we cannot shift. We 
must face it boldly by setting the right 
example.” 


National President Gray Speaks 


George M. Gray, Coshocton, presi- 
dent, National Retail Hardware Asso- 
ciation, urged better store arrangement 
and cited an example of an Indiana 
store where improved arrangement in- 
creased sales from 10 to 40 per cent in 
all departments. 

He called upon dealers to clean out 
dead stocks, and said in part: “Why 
does one store go forward and another 
go backward? Because the former 
finds out just what the public wants 
and does not handle unwanted goods. 
We, retailers, are losing out by not 
learning needs of the community. 

“The dealer who is too busy to join 
the association or attend its conven- 
tions usually has a dismal and dirty 
store. Every unread hardware paper 
is a loss of profit; so is every unat- 
tended convention.” 

The national president scored direct 
competition by manufacturers and job- 
bers, which, he said, demoralized the 
retail trade, saying in part: “The 
manufacturer has a right to sell any- 
where, but if he sells to the retail 
trade he should stick to that trade and 
not compete with it.” In closing, Mr. 
Gray spoke of the newly formed Hard- 
ware Council as an effective means of 
solving various problems affecting hard- 
ware distribution. 

L. G. Madison, Newark, told of his 
experiences in handling of radio since 
last December. 

R. J. Atkinson, Brooklyn, past presi- 
dent of the association and director of 
the N. R. H. A., summarized the con- 
vention. 

Social features included a supper 
with entertainment given by associate 
members, the annual banquet, followed 
bv dancing, and various other diver- 
sions particularly for the ladies. 
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Care of Lawn Mowers 


When You Instruct Your Customers on the Care of Lawn Mowers You 
Build Customer Satisfaction and Good Will 


By Phillips N. Case 


to be a mining engineer—in spite of the fact 

that at that time I had never seen a mine. 
So I was put through a course of sprouts in mining 
engineering; and though, like so many others, I 
didn’t use the knowledge acquired directly, it did 
benefit me indirectly. It enabled me to get a job 
as sales engineer—it must have been that, for I 
didn’t actually know anything—with one of the 
largest companies manufacturing roller bearings, 
in which capacity I specialized on the mining trade. 
The work was very interesting; within a few years 
I had visited practically all of the important mining 
districts in the United States; I was even sent to 
represent the company at the National Mining 
‘ Congress, which in that year was held in Phoenix, 
Ariz. 

All during this time I had sense enough to keep 
my eyes open, and after a year or so I had acquired 
quite a bit of good, practical knowledge about min- 
ing in general, and particularly the way in which 
different mine managers utilized roller bearings to 
reduce the important item of haulage costs. One 
day I made a suggestion to a mining man, and 
somewhat to my surprise, he immediately became 
friendly toward me and my company. So I tried 
it again, and soon found that the information I 
was able to impart was no mean asset from a selling 
standpoint. 

I have always remembered that experience and 
have never lost sight of the principle involved—that 
to be of real service is an unfailing means of win- 


\ ‘ | HEN I was a boy I fancied that I wanted 


ning a prospective customer’s confidence and good 
will. : 

If the store clerk who chances to read this is in- 
clined to be skeptical of the fact that it fits his 
case, let him consider this instance in which, in- 
stead of giving the suggestion, I happened to be 
the customer and the recipient of the information. 
I am a tenderfoot—actually as well as figuratively 
—and one day while suffering myself to be fitted 
to a new pair of shoes, the clerk took pains to ex- 
plain why shoes hurt my feet; he pointed out the 
proper shaped shoe for me to buy; he even gave 
me hints on how to take care of my feet. That chap 
knew his business; he had acquired information 
which enabled him to be of direct service to his 
customers as well as to his employer. But how 
better could he serve his employer than by serving 
the store’s customers? 

Precisely the same thing is applicable to the 
hardware merchant. It holds true in regard to 
every bit of merchandise on his shelves—from 
horseshoe nails to washing machines. If one thinks 
for a minute that some common utensil involves 
nothing of interest besides its name and price, it is 
high time that he tackle the salesman for that line 
on his next call and get some pointers. He will 
be amazed. 

To think that is all a customer can be told about 
even the most simple article of hardware is merely 
proof of ignorance on the part of the person who 





(Continued on page 64) 

















62 





HARDWARE AGE 





February 26, 1925 


CURRENT NEWS 








Retail Hardware Association of Phila- 


delphia—Annual Election of Officers 


The Philadelphia Retailers met in 
Green’s Hotel on the evening of Feb. 
12, celebrated Lincoln’s Birthday and 
at the same time elected the officers 
who will serve during the ensuing year. 
Harry D. Kaiser was returned to office 
for the sixth term as president by an 
unanimous vote. In reviewing the past, 
Mr. Kaiser thanked the members who 
had served with him and personally 
pledged his best efforts toward mak- 
ing the coming year one in which there 
would be a broadening of the work al- 
ready recognized as vital to the success 
of the retail merchants. Horace G. 
Goodwin, William F. Brown and 
George H. Yerkes were elected vice- 
presidents; James M. Rose, secretary, 
and C. Richard Watson, treasurer. 

The association entered into a new 
departure by calling James M. Rose 
to the secretaryship. Mr. Rose, al- 
though not in the retail business, is 
one of the best known men in hard- 
ware circles, with which he has been 
allied for over twenty-five years. He 
is the inventor of several hardware de- 
vices of staple value, has been active in 
organization work as the secretary of 
the Philadelphia Hardware Association 
for the past six years and is the Phila- 
delphia correspondent of HARDWARE 





AGE. During the World War he served 
with both the British and American 
forces as a captain of infantry in com- 
mand of troops on the line of battle, 
and after the Armistice he was chief 
instructor of the Army Engineer School 
at Fort St. Menge, France. 

In laying plans for the coming year 
the Philadelphia Retailers are shaping 
up the details necessary for the com- 
ing convention of the National Retail 
Hardware Association. There will also 
be a careful survey of the territory 
made to add the better kind of dealers 
to the membership roster, which is 
already the largest inthe United 
States. The recent meeting of manufac- 
turers and retailers out West attracted 
considerable attention and it is grati- 
fying to know that something is being 
done to bring about a condition of real 
practical cooperation. The canvasser 
menace will receive close attention be- 
cause it is getting the business of the 
retailer and can no longer be consid- 
ered as a commercial joke. Referring 
to new members, President Kaiser said 
most emphatically: “If you try to 
fight alone you will surely die. It is the 
truth. Stick with your associates and 
it will help your business. Play alone, 
and of a certainty you will go out of 
business—alone.”’ 





Eureka Vacuum Cleaner Co. 
Holds Sales Conference 


The fifteenth annual sales conven- 
tion of the Eureka Vacuum Cleaner 
Co., Detroit, Mich., was held Feb, 2-5, 
and attended by 285 delegates from all 
parts of the country. 

The convention sessions were under 
the general chairmanship of A. L. Mc- 
Carthy, vice-president. The keynote 
of the convention was the further de- 
velopment of distribution through re- 
tailers and the employment and train- 
ing of more and better men. 

Fred Wardell, president, opened the 
convention with a welcome address. He 
was followed on the program by Mr. 
McCarthy, who took as his subject, 
“1924 Sales Analysis and 1925 Quotas.” 
Mr. McCarthy is recognized as one of 
the leading merchandisers in the coun- 
try, and his talk was the last word in 
advanced sales management and mer- 
chandising thought. 

C. E. Smock, advertising manager, 
next spoke on the 1925 advertising pro- 
gram. Plans call for an expenditure 
during 1925 in excess of any previous 
year’s appropriation. 

Verne Young, vice-president and sales 


— 





manager, and E. R. Field, vice-presi- 
dent in charge of manufacturing, ad- 
dressed the convention, the former on 
the subject of “Factory Contact” and 
the latter, “The Eureka—Its Manufac- 
ture.” 

A banquet given Thursday evening 
by Mr. Wardell concluded the conven- 
tion. At this time bonus checks were 
distributed to members of the organiza- 
tion who had done good jobs in their 
territories. 





Parrott New Texas Manager 


for Devoe 


Devoe & Reynolds Co., Inc., New 
York City, has announced the appoint- 
ment of A. H. Parrott as new manager 
of the Texas branch, with headquarters 
at the branch office in Dallas and juris- 
diction over the Devoe retail store and 
warehouse in that city, as well as the 
warehouse in Houston. 

Mr. Parrott goes to Dallas from the 
managership of the Devoe warehouse 
and store at Wichita, Kan., in which 
city he started his business career 
thirty-two years ago, at the age of 15, 
as a clerk in a paint store conducted 
by his father, under the firm name of 
Parrott & Sons. 





J. S. Collins Employees Form 
Organization 


An organization to be known as The 
Hardware Association of J. S. Collins 
& Sons, Inc., has recentlv been formed 
by that company. The first meeting of 
the new organization was held at the 
company’s main offices, Third and Mill 
Streets, Moorestown, N. J., Jan. 15. The 
meeting was preceded by a dinner. 

This association includes all em- 
ployees of the hardware departments 
of the company’s five branches, Moores- 
town, Maple Shade, Merchantville, 
Riverton and Riverside. It is proposed 
to elect a set of officers at the next 
monthly meeting as well as committees, 
especially social and athletics. Meet- 
ings are held monthly, alternating at 
different stores. This will give all em- 
ployees an oportunity to visit each 
store, getting new ideas on display, 
window trim, etc. The purpose of this 
organization is to bring the men closer 
together, to promote good fellowship 
and to increase selling education by 
having experienced men give talks on 
subjects of interest at stated times. 

Charles Cressman, the buyer of the 
J. S. Collins & Son, Inc., explained the 
purpose and aim of the new organiza- 
tion, and reviewed the year’s work. 
After this the speakers of the evening 
were introduced, R. M. Montague, sales 
manager of John Lucas & Co., and his 
sales representative, Jack Kelly. Mr. 
Kelly gave an interesting sales talk and 
explained fully the new installment 
plan proposed for house painting. 





Lionel Corporation Adds to 
Line 


For the purpose of commemorating 
its Silver Jubilee, the Lionel Corpora- 
tion, New York City, recently added 
numerous new models to its line. The 
company’s first models of miniature 
electric trains and railroad accessories 
were introduced in 1900, and since that 
time the company has specialized ex- 
clusively in the development and per- 
fection of model trains. 

The company is maintaining an all- 
year Toy Fair at its showrooms on the 
sixth floor of 48-52 East Twenty-first 
Street, New York City. 





Stanley Works Declare Stock 
Dividend 


Stockholders of the Stanley Works, 
New Britain, Conn., at their annual 
meeting voted to retire 25 per cent of 
the company’s outstanding preferred 
stock and to increase the common share 
capitalization from $6,000,000 to $10,- 
000,000. A stock dividend of 2% per 
cent will be paid to stockholders on 
April 1. An extra dividend of 37'ec. a 
share was authorized on the old capi- 
talization. 
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New Boller Catalog 


A new catalog and price list has re- 
cently been issued by Peter Boller Ma- 
chine Works, 122-124 North Curtis 
Street, Chicago, Ill., in which the com- 
pany’s line of mop wringers is illus- 
trated and described. 

There are no changes listed in the 
prices of the company’s line, but this 
little catalog contains the Ezy-Squeeze 
line which this company acquired in the 
early fall of 1924. The catalog shows 
the complete line of mop wringers and 
bg be sent to those who make inquiry 

or it. 


Three New National Lamp 
Divisions 

Three new sales divisions have re- 
cently been established by the National 
Lamp Works of the General Electric 
Co. The new divisions are at Atlanta, 
Ga.; Kansas City, Mo., and Minne- 
apolis, Minn. 

Appointments of general managers 
for these new sales divisions have not 
yet been made. 

In the east central territory Banner 
Electric Division at Youngstown, Ohio, 
and Colonial Electric Division at Pitts- 
burgh, Pa., have been consolidated with 
general offices at Pittsburgh and will 
be known as the Allegheny Lamp Di- 
vision, National Lamp Works of Gen- 
eral Electric Co. Service to both ban- 
ner and colonial trade will be thereby 
strengthened. 





Radio Aids Arcola Sales 
Drives 


A novel feature of the American 
Radiator Co.’s Spring Sales Campaign 
on Arocla Heaters is the staging of a 
weekly radio entertainment from Sta- 
tion WGR, Buffalo, N. Y., at the con- 
clusion of which the standing of the 
various company branches was an- 
nounced for the benefit and interest of 
its employees in all parts of the coun- 
try, who had been notified to listen in. 

The first concert was given Feb. 17 
and at weekly intervals thereafter to 
March 3, consisting of the American 
Radiator Quartet, soprano, baritone 
= tenor solos, and orchestral num- 

ers. 





New Hardware Store Opened 


A new hardware store is to be opened 
on Main Street, Jackson, Tenn., under 
the name Guy-Townsend Hardware Co. 
The owners of the business are M. C. 
Guy of Alexander Green & Co., Brad- 
ford, Tenn.; W. C. Townsend and J. N. 
Townsend, formerly connected with the 
International Harvester 

The company plans to carry a gen- 
eral line of hardware, and requests 
a, from manufacturers and job- 

Ts. 





Continental Wood Screw Co. 
Issues New Catalog 


The Continental Wood Screw Co. of 
New Bedford, Mass., has issued a new 
catalog in which it describes the “‘Con- 
tinental” line and features its new 
“Holtite” package, designed especially 
for the shelf hardware trade. 

Complete tables as to standard di- 
mensions, weights, method of packing 
and labelling are also featured. The 
special tables of discount multipliers 
will also be found of great value to 
the trade. 

This catalog embodies information 
pertaining to wood screws, machine 
screws, drive screws, stove bolts and 
various other items of an allied nature. 





Public Turning from Radio 
Jazz, Says Holman 


The so-called “jazz age” is passing 
and throughout the country the de- 
mand for good music is rapidly in- 
creasing. 

John A. Holman, broadcasting man- 
ager of the American Telephone and 
Telegraph Company, so informed 2000 
members of the Merchants’ Association 
and their friends at a luncheon in the 
Hotel Astor, New York City, and pro- 
duced figures to support his contention. 

Mr. Holman declared that the de- 
mand for jazz two years ago was far 
ahead of that for any other music, but 
the public is now requesting such music 
as opera selections and other classics, 
in preference to any other. 





W. W. Miller, New President 
Federal T. & T. Co. 


At a meeting of the directors of the 
Federal Telephone and Telegraph Co. 
and of the Federal Telephone Manu- 
facturing Corp., Buffalo, N. Y., W. W 
Miller of Wellsboro, Pa., was elected 
president to succeed the late Burt Gage 
Hubbell. 

Mr. Miller is a prominent figure in 
Buffalo and Western New York tele- 
phone and financial circles, having been 
closely associated with Mr. Hubbell in 
the independent telephone movement. 
He was one of the founders of the 
Frontier Telephone Co., and a director 
and vice-president of the Consolidated 
Telephone Co. for twenty years. 

For many years, Mr. Miller has been 
closely identified with large financial 
and banking interests of New York 
and of other parts of the country; the 
growth and development of the First 
National Bank of Wellsboro, a leading 
institution in Northern Pennsylvania, 
being the result of his management. 

Until recently, Mr. Miller has been 
president of the Birkett Mills at Penn 





Yan, N. Y., and of the Larrowe Buck- 
wheat Flour Corporation at Cohocton, 


N. Y. 

Mr. Miller is a member of the Buf- 
falo Club of Buffalo and of the Union 
League Club of New York. 

Other officials of the Federal Tele- 
phone and Telegraph Co., are: G. H. 
Raymond, vice-president; C. L. Ingham, 
vice-president; Hugh Taylor, secretary 
and treasurer, and H. A. Gloyd, assist- 
ant secretary and assistant treasurer. 
Other officials of the Federal Tele- 
phone Manufacturing Corporation are: 
G. H. Raymond, W. W. Kideney, B. L. 
Moore, L. E. Noble and A. H. Dyson, 
vice-presidents; Hugh Taylor, secre- 
tary and treasurer, and H. A. Gloyd, 
assistant secretary and assistant treas- 
urer. 


Thomas B. Rybolt Dead 


Thomas B. Rybolt, director of the 
Rybolt Heater Co., Ashland, Ohio, and 
a brother of D. C. Rybolt, Mayor of 
the city of Akron, died recently at his 
home in East Cleveland. Mr. Rybolt, 
who was 49 years old, was one of six 
brothers comprising the board of direc- 
tors of the Rybolt Co. 


' 








Hardware Store Opened in 
Birmingham, Mich. 


I. Lee Truax, and Roy D. Young, 
have recently opened a new hardware 
store at 136 East Maple Avenue, Bir- 
mingham, Mich., under the name, 
Truax Hardware Co. 

The new store will carry a complete 
line of hardware, builders’ supplies and 
electrical equipment. 





Maloriey Now a Director of 
McDougall-Butler 


R. F. Maloney, factory manager, Mc- 
Dougall-Butler Co., Inc., Buffalo, N. Y., 
paint manufacturers, was_ recently 
elected a director of the company. 
After the war Mr. Maloney was made 


- | assistant to the vice-president, and was 


put in charge of plant operations. In 
August, 1924, he became factory man- 
ager. He had also been purchasing 
agent. 





Gregory Is Sales Manager 
De Laval Eastern Territory 


J. H. Gregory has been appointed 
sales manager of the eastern territory 
for the De Laval Separator Co., New 
York City. He succeeds S. E. Barnes, 
resigned. 

Mr. Gregory was formerly affiliated 
with the Moline Plow Co. and has had 
fifteen years’ experience in the imple- 
ment trade. He has done field work 
and has held executive sales positions. 
His headquarters will be at 165 Broad- 


way, New York City. 
L 
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The Care of Lawn Mowers 


(Continued from page 61) 


harbors the idea. Such a person is comparable to 
the ostrich who sticks his head into the sand and 
contents himself with the comforting delusion that 
because he can see nothing, there is nothing to be 
seen; or the automobilist who doesn’t look sharp 
at the railroad crossing, and therefore thinks he is 
safe. 

An encyclopedia could be written about hard- 
ware, but it is my purpose to discuss just one 
article of hardware about which I know something 
—the lawn mower—and that is enough for anyone 
to assimilate in one dose. 

To begin with, everyone knows that the average 
man takes about as much care of his lawn mower 
as he does of his stomach—until it gets out of 
order; then he curses. When the offender is his 
stomach, his imprecations are necessarily wild and 
aimless; but when the lawn mower balks, the 
owner’s maledictions are pretty sure to fall on you. 
“Why not,” he will say, “didn’t you sell me the 
blooming piece of junk?” Much of this sort of thing 
can be avoided; in this respect “literature” will 
help, but the hardware store salesman can accom- 
plish more in a few words than a ton of printed 
matter—and do it better. Not only will he thus 
prevent the boomerang, but also, the customer will 
be grateful for the information. 

Knife adjustment is one of the things worth con- 
sidering. The manufacturer would gladly do away 
with this adjustment and render it foolproof, ex- 
cept for the fact that the continual sweep of the 
wiper blades across the stationary knife will in 
time inevitably necessitate readjustment in order 
to compensate for wear; otherwise the mower 
would cut more and more poorly, and eventually 
cease to cut altogther. 

First, impress upon the customer the wisdom of 
making no adjustment whatsoever until it is actu- 
ally needed. To illustrate this, last summer a 
friend bought a lawn mower and had our superin- 
tendent put it on the bench and touch up the ad- 
justment until it was just right. Then our friend’s 
chauffeur, who had tagged along to carry the 
mower, gave the blades a spin, cocked his eye and 
remarked judicially; “Needs a little adjusting, but 
I’ll soon fix that!” 

Here a man with thirty years’ experience behind 
him had just tuned-up the mower, when up steps 
this chap who knew as little about the subject as 
he did about writing poetry, and calmly makes a 
crack about the adjustment. When you bump up 
against a fellow like that—as every man behind 
the counter occasionally does—it is well nigh use- 
less to attempt to teach him anything. Fortunately, 
however, the average customer is sufficiently broad 
minded to listen to good, sound advice and be thank- 
ful for it. Then there is an opportunity to suggest 
a few fundamental rules regarding lawn mower 
knife adjustment which may very likely result in 
the customer’s getting better service from his pur- 
chase—and that, of course, is what you particularly 
desire. 


After you have made it clear that no adjusting 
should be done until it is needed, it will be well 
to explain just what determines correct adjust- 
ment, as nobody can perform a task intelligently 
when he does not comprehend exactly what he is 
attempting to do. When properly adjusted, each 
blade should barely make contact with the sta- 
tionary knife over its entire length. Too heavy 
adjustment merely makes the mower push unneces- 
sarily hard and increases the wear of the knife and 
blades. On the other hand, too light adjustment, 
in which the blades do not touch the underknife, 
results in poor cutting. 

Uniform adjustment is, however, most essential 
of all, for if the revolving blades strike hard at 
one end and swing entirely clear at the opposite 
end of the knife, a ridge of uncut grass is left on 
wears occur unevenly. It is obvious that a lawn 
mower which is continually used in this condition 
will before very long suffer uneven wear to such 
an extent that it can be returned to good condition 
only by thorough regrinding. 

This is a good time to explain why it is poor 
practice ever to use a file on the blades. The reason 
is simply that it is physically impossible to be cer- 
tain of filing a blade uniformly over its entire 
length. Many a lawn mower on which a file has 
been used has afterwards required regrinding when 
otherwise it would not have been necessary. 

After you have presented the foregoing facts to 
your customer in your own way, he should have in 
his mind a comprehensive notion of what is meant 
by “adjustment” in its application to the knife of 
a lawn mower. He will then be better able to grasp 
a few fundamental rules to be followed in making 
an adjustment. 

The adjustment is made on the cutter-bar to 
which the stationary knife is rigidly secured. The 
exact way in which the adjustment is made varies 
with different types of mowers, but in general, the 
cutter-bar can be tilted on a form of rocker arm 
by means of two opposing screws at each end of 
the bar. 

In order to make a little closer adjustment, loosen 
the forward screws slightly and set-up on the rear 
screws correspondingly. Do it gradually—as even 
a thousandth of an inch makes an appreciable differ- 
ence in the adjustment—each time giving the 
blades a spin and listening to the sound. 

When each blade seems to brush the underknife 
uniformly over its entire length, it is a good plan 
to turn the mower upside down and test the adjust- 
ment with a piece of newspaper. Insert the paper 
between one of the blades and the stationary knife 
and give the cylinder a quick, short turn. If the 
paper is cut cleanly, repeat the experiment all along 
the blade. Then make similar tests at the middle. 
and ends of each of the other blades in succession. 
When finally satisfied with the adjustment, be sure 
to leave all four adjustment screws set up firmly, 





(Continued on page 85) 
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General Market News 





Hardware Prices Firmer—Spring 
Lines Moving. 


of the hardware market is the fact that re- 


A N indication of the basically healthy condition 


ports from the various centers show firm prices 
on both staple and seasonal lines, with a strong 


tendency toward higher levels. 


Although hampered 


in some sections by unfavorable weather conditions, 
spring merchandise is moving as well as could be 


expected. 
staple lines. 


There is also a consistent demand for 


Wholesalers are hoping for an early spring which 
should tend to offset, to a large degree, the poor 
business resulting from the phenomenally late spring 


of last year. 


Retail sales are generally reported as 


satisfactory and collections are for the most part 


good. 





Active Demand in New York 
Market 


An active demand for both staple 
and seasonal hardware is reported by 
New York wholesalers. During the past 
week a number of price advances were 
reported affecting a few lines, together 
with numerous price readjustments on 
the part of jobbers, including an ad- 
vance of 10c. per keg in the price of 
wire nails. Axes have also been ad- 
vanced. Generally speaking, prices are 
firm on most items with a_ tendency 
toward higher levels. Collections are 
reported as good. 





Business Quiet in Pittsburgh 


Hardware business in the Pittsburgh 
district lacks snap; that at least is the 
port of representative jobbers and re- 
tailers, but at this time of year it is a 
little unusual for business to be ex- 
tremely active, and it is barely possible 
that opinions as to current business 
are tempered to some degree by dis- 
appointment over the fact that busi- 
ness did not boom as did the stock mar- 
ket following the result of the last na- 
tional election. Business in futures is 
good, and while the weather has been 
cold it has been open, and already 
there is rather good specifying against 
contracts. With a normal opening of 
spring the trade looks for a very good 
business this year, and to make good 
to a large degree the very late start 
that spring had last year. Very few 
price changes are appearing. Drop in 
lead prices is bringing down the prices 
of the products. New prices on build- 
ers’ hardware have appeared, and show 
an advance of a full 10 per cent in the 
miscellaneous items and about 10 per 





cent in lock goods. Slight advances 
are noted in better grades of vacuum 
bottles in a new list issued by one large 
maker. Collections are fair. 





Prices Firm in Chicago 


The weather conditions have been 
unfavorable for the movement of hard- 
ware merchandise. 

Prices continue firm, an advance be- 
ing made during the week in the price 
of field fence and a revision in the 
price of galvanized ware. Linseed oil 
declined 10c. per gallon. Prices on the 
balance of the staples remain the same. 





Improving Demand in 
Northwest 


The greatest interest in the hard- 
ware markets at present lies in the 
convention, either in progress, or to 
come in the near future. The North 
Dakota and Iowa conventions were 
completed last week, and the Minnesota 
convention is in progress this week, 
and will be followed by the South Da- 
kota convention next week. Many of 
the dealers are taking advantage of the 
opportunity to visit their market cen- 
ters, and complete their orders for 
spring merchandise. Collections are 
running fairly good in the rural com- 
munities, but are slow in the larger 
centers. 





Mixed Price Changes in 
Boston 


Mixed price changes are noted in the 
Boston market, with a majority of 
them advances. Some of the manufac- 
turers of hardware are making minor; 














advances and declines in prices, includ- 
ing makers of axes and sleds, sleighs 
and boxes. In such instances the 
changes are of little importance. Belt 
lacing, bench lathes and millers, some 
roasters, welding plates, fencing, flower 
bed guard and trellis, some flashlights, 
galvanized garbage cans and axe han- 
dles have been advanced, while crow- 
bars, galvanized pails, picks and mat- 
tocks, sheet zinc and wedges are 
cheaper. In some cases where changes 
are reported by jobbers, it is a belated 
adjustment, manufacturers having an- 
nounced changes some time previous. 





January Building Construc- 
tion High 


January building contracts in 36 
States, amounting to $296,473,000, 
formed, with one exception, the highest 
January total in our history, being ex- 
ceeded by about 1 per cent in January 
last year. The decrease in January 
from the preceding month was about 
10 per cent, this falling off being gen- 
eral, except for New York State and 
Northern New Jersey and the North- 
western States. As has been the case 
for many months past, residential 
buildings formed the largest item, with 
$127,232,000, or 43 per cent of the 
total. Commercial buildings at $67,- 
372,000 were 23 per cent, while indus- 
trial buildings were only 6 per cent, or 
$19,454,000. The figures are based on 
reports to F. W. Dodge Corporation. 


Sees Business Gaining 


Irving* Bank-Columbia Trust Re- 
view Predicts Sustained Recovery 


Sustained recovery in business is 
forecast by the Irving Bank-Columbia 
Trust Co. in its review of business 
conditions. Indusfry, the review said, 
is still going ahead, and at a pace which 
justified the belief that it would be sus- 
tained. The review said in part: 

“Outstanding features of business 
this year have been enormous specula- 
tion in grains and in stocks, eager pur- 
chases of a widely assorted list of bonds 
and a rather leisurely progress in 
trade. Wholesale sales became more 
brisk in the first week of February, but 
retail trade has been somewhat irregu- 
lar, the best showing being made by 
the mail order houses and chain stores. 
Industry is still increasing in activity, 
but at a rate less rapid than during 
December. The record volume of gold 
now being exported and the hesitation 
in the movement of wholesale com- 
modity prices do not seem to indicate 
that a boom is probable in the months 
ahead.” 
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Spring Lines Active in New York 
Market—Prices Advancing 


hardware, both seasonal and staple, is reported by 


N unusually heavy demand for practically all lines of 


wholesalers in the metropolitan area. 


This im- 


provement, which has been under way for the past few 
weeks, is attributed in part to the fact that an early 


spring is looked for. 


An indication of the basically sound 


conditions prevailing at present is the fact that prices 
on practically all lines are firm, and in many instances 


gravitating toward higher levels. 


Another straw indica- 


tive of prosperity ahead is the fact that collections are 


generally reported as being good. 


In addition, the ma- 


jority of retailers have little cause for complaint on the 
score that merchandise is not moving as it should. 

During the past week a number of price advances were 
reported affecting a few lines, together with numerous 
price readjustments on the part of the jobbers. 





Spring Goods 


As reported last week, the demand 
for spring goods is particularly active 
in this section, especially as the ma- 
jority of retailers are anticipating an 
At the present time 


early spring. . 
prices are firm and stocks sufficient. 


Jobbers’ quotations to retailers, f.o.b. 
New York: 


LAWN MOWERS 


Three-blade, plain bearings, ‘8-in. 
wheel, 12 in., $4.85; 14 in., $5.15; 16 
in., $5.50, and 18 in., $5.80 each. 

Same, with ball bearings, 12 in., 
$6.65; 14 in., we 16 in., $7.35, and 18 
in., $7.70 each. 
ae ie 9 in. wheel, ball bear- 
ing, 12 in., $8.25; 14 in., $8.55; 16 in., 
$8.85, and 18 in., $9.25 each. 


Same, with 10%-in. wheel, 14 in., 
$9.50; 16 in., $10; 18 in., $10.50; 20 in., 
11.15 each, 
’ Five-blade, 10%-in. wheel, ball 
bearing, 16 in., $12; in., $12.70; 


20 in., $13.35 each. 
Same, with 10-in. wheel, 16 i 
$15.35; 18 in., $16, and 20 in., $16. 


-ach. 
oy SPRAYERS 


Galvanized, 4 gal., $4.88 each; brass, 
4 gal., $7.50 each; bucket pump type, 
Tin % pint, 23c. each. 
1 qt., 3lc. each; brass, 1 qt., 
$1.15 each; galvanized, 1 qt., continu- 
ous, 88c. each. 

HEDGE SHEARS 

Disston, plain, 8 in., $1.65, and 9 in., 

$1.78 per pair; 10 in., $1.90 per pair. 


Disston, notch, 8 in., $1.78; 9 in., 
$1.90, and 10 in., $2.02 per pair. 


BORDER SHEARS 
Without wheel, 


$2.95 
wheel, $3.50 each. yi 
Lawn shears, with two wheels, $3.50 


each. 
LAWN ROLLERS 


Nn., 
ae 
iv 


each; with 


Dunham waterweight type, No. 2, 
$9: No. 4. $10.70; No. 7, $15.35; No. 5, 
$13.35; No. 9, $17.35 each. 


PRUNING SHEARS 


S. Smith No. 0 Spiral spring, 9 in., 
$4.70 doz.; No. 21 Flat spring, 9 in., 
$8 doz.; No. 30 Volute spring, 9 in., 
$8.35 doz.; No. 40 Volute spring, 9 in., 
N. P., $14.70 per doz.; No. 130 Volute 
spring, ratchet nut, $9.70 per doz.; 

o. 140 Volute spring, 9 in., N. * 
ratchet nut, $16.35 per doz.; No. 4770 
} tanga spring, 6 in., N. P. $12.70 per 

Z 


Oz. 
Disston’s Extra Quality.—No. 150 
Volute spring, full pol., 8% in., 
$24.75 per doz.; No. 250 Volute spring, 














half pol., 8% in., $21.50 per doz.; No. 
152 Hinge spring, full pol., 8% in., 
$24.75 per doz.; No. 252 Hinge, half 
pol., 8% in., $21.50 per doz.; No. 153 
Leaf spring, full pol., 8 in., $24 doz.; 
No. 253 Leaf spring, half pol., 8 in., 
$20.75 per doz. 

Disston Pruning Shears.—No. 1, 
Heavy, 27% in., $2.25 pr.; No. 2 Med., 
27% in., $2.17 pr.; No. 3 Heavy, two 
curved jaws, 27% in., $2.17 pr.; No. 5, 
handles 9 in., pol. blades, 3% in., 


$1.65 pr. 

Standard Tree Pruners. — 6-ft., 
$1.30; 8-ft., $1.40; 10-ft., $1.55; 12-ft., 
$1.70 each. 

Disston’s Extra Quality Tree Pru- 


ners.—6-ft., $2.80; 8-ft., $3.05; 10-ft., 
$3.35; 12-ft., $3.50 each. 

Little Giant Pruning 
Saws, $2.15 each. 

Orchard Pruning Hooks and Saws, 
$2.10 each. 

Pruning Saws.—Disston’s 3 x 16, 
99c. each; 4 x 16, $1.19 each; 5 x 16, 
$1.25 each; 7 x 16, $1.43 each; 40 x 16, 
Sle. each. 

Pruning knives, 62c. each. 


Hooks and 


J. T. Henry Manufacturing Co. 
Pruning Shears 
No. 0 spiral spring 9-in.$ 4.50 per doz. 
No. 1 Henry’s genuine 
flat brass springs..... 
No. 4665, 9-in. California 
PMttern  ..cscccersees 8.00 per doz. 
No. 4666, 9-in., polished. 12.00 per doz. 
No. 4671, 9-in. ratchet 
ebtSibes tate eees 9.10 per doz. 
. 12.00 per doz. 
No. 4771, heavy wide 
EE cenudestémans .... 14.50 per dbz. 


8.25 per doz. 


Dahlia Poles Moving 


There is a very satisfactory demand 
for dahlia poles at the present time, 
with prices advancing and stocks ade- 
quate. 


Jobbers’ quotations to 
f.o.b. New York: 

Dahlia poles, 2 ft., 
ft., % in., 18%c. each. 


retailers 


5%4c. each; 4 


Rivets and Burrs 


There has been no abatement in the 
demand for rivets and burrs. Prices 
are firm, and stocks sufficient for cur- 
rent requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


SCREWS 


Wood screws, iron bright, flat head, 
72%, 25 and 5 per cent. 
, iron blued, round head, 70, 
25 and 5 per cent. 
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Advances in New York 


AMONG the jobbers’ advances re- 
ported in the New York wholesale 


market last week are the following: 


Carriage bolts, 30 to 30 and 10 per 
cent; machine bolts, 40 to 40 and 10 
per cent; lag screws, 40 to 40 and 10 
per cent; set screws are now 75 and 10 
and 5 per cent. 


Raw belt lacing is now 70 per cent 
off. 

Hexagon semi-finished nuts, 9/16 and 
smaller, 70 to 70 and 10 per cent; % 
and larger, 65 to 65 and 10 per cent. 

Iron leather rivets are now 55 to 60 
per cent off. 


As reported last week, an advance 
has been made in axes and jobbers 
have advanced their prices on wire 
nails 10c. per keg. 





Same, brass, flat head, 70, 25 and 
5 per cent. 

Same, brass, round and oval head, 
67144, 25 and 5 per cent. 

Hot galvanized, flat head, 57%, 25 
and 5 per cent. 
_ Nickel plated, flat head, 60, 25, and 
9 per cent. 

Full packages are extra 5 per cent. 


BOLTS AND NUTS 


Bolts.—_Common carriage bolts, 
small sizes, 30 to 30 and 10 per cent; 
large sizes, 40 to 40 and 10 per cent. 

Machine bolts, all sizes, 40 and 10 
per cent. 

Lag screws, 40 to 40 and 10 per 
cent. 

Stove bolts, 75 to 75 and 10 per 
cent; both flat and round head. 

Sink bolts, 75 to 75 and 10 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 33% per cent. 

Screw anchors, 75-10 per cent, 

Lag screw shields, 80 per cent. 

Machine bolt shields, 65 per cent. 
Prices vary in different sections of 
the city. 

Spring cotters, 30 per cent. 

Copper rivets and burrs, 25 per 


cent. 
Round head iron rivets, 55-5 per 
cent; tinners’ rivets, black and tin, 


60 per cent. 
Cap screws, 80-10 per cent. 


Linseed Oil in Demand 


There is a consistent demand for lin- 
seed oil. Prices are firm and stocks in 
good supply. 


Prices to retailers, f.o.b. New York: 
Linseed oil, in lots of less than 
5 bbl., $1.29; in lots of 5 bbl. and 
more, $1.26. 
Calcutta linseed oil in bbl., $1.38. 


Radio Selling Well 


The demand for radio receiving 
tubes, parts and completed receivers, 
has shown no abatement, despite the 
fact that weather conditions in many 
sections have been unfavorable to good 
reception. The Radio Corporation of 
America has issued new low prices af- 
fecting most of the items in its catalog. 





February 26, 1925 


HARDWARE AGE 67 


Light, but Consistent Demand in Pittsburgh— 
(,ood Spring Business Looked for 


(Pittsburgh office of HARDWARE AGE) 

OME disappointment is expressed by hardware job- 
S bers and retailers in this district that business is 

not livelier, but in view of the fact that those who 
have made checkups with other years at this season have 
found the comparison reasonably favorable, it is evident 
that the disappointment is at least partially due to the 
fact that business has not borne out the more extreme 
hopes created by the results of the last national election 
and the buoyant post-election stock market. There are 
plenty of reasons why business should be a little slow at 
this particular time of the year. There was a good deal 
of replenishing of broken lines after the holidays by the 
retailers, who since have not been favored by weather of 
the sort that permits a free movement to consumers. It 
takes time to make good the drafts upon family purses 
for Christmas expenditures. A strictly local factor is 
the continued depression in the coal industry. 

So, viewing the situation from even a limited number 
of angles, there remains something to be thankful for, 
even if business does not have real snap. Futures busi- 
ness is good; that is a general report and, moreover, speci- 
fying against contracts in spring lines already is show- 
ing encouraging freedom. Going on the law of averages, 
spring should open as early this year as it was late last 
year, and should this prove the case, there is not much 
doubt about the spring hardware business, particularly 
in wire cloth and poultry netting. The movement of farm 
and garden tools already is so good that manufacutrers no 
longer are making quite the prompt deliveries they could 
a short time ago. Price changes are few. New lists on 
builders’ hardware show an advance of about 10 per cent; 
fully that amount on miscellaneous items and almost that 
much on lock goods. Products of lead are easing off in 
price in sympathy with the base metal. High grade 
vacuum bottles are up 25c. apiece. Collections are fair. 

So far as it has a bearing on hardware and general 
business, the iron and steel situation contains nothing 
that is disturbing, except possibly to those who were 
swayed by the election result and the course of the stock 
market following the election and whose expectations as 


to 1925 business were a shade too optimistic. The steel 
market in recent years has fallen into rather well defined 
periods of production and consumption. The fore part of 
each of the last three years has been marked by a wave 
of very heavy production and when gaged by consumption, 
there has been plenty of ground for saying there has been 
overproduction. But it has turned out that eventually 
consumption has caught up with the supply and there has 
been no time that it has been necessary for the industry 
to repeat the 1921 performance of liquidation. The con- 
sumptive period usually gets under way in the second 
quarter of the year, and there is no question in the minds 
of those who study conditions closely that a good con- 
sumptive period now is not more than 30 days away. 
Railroad and construction demands of large proportions 
are assured and the steel market is yet to feel the benefit 
of large demands from the automotive and oil industries, 
which now are beginning to limber up. 

There is weakness in the primary materials—coal, coke, 
scrap and pig iron—but it is well in gaging the situation 
that due thought be given to the fact that the advances in 
these lines were much greater than those in finished stee} 
and that they can yield somewhat and then show parity 
with finished steel. Furthermore, both iron and steel 
even at today’s prices are well below the levels of a year 
ago. The credit situation, particularly in the agricultural 
regions, is unusually good. Governmental interference in 
business is very unlikely during the present administra- 
tion, and that is a factor that cannot be measured in its 
benefits. There is no thought of a boom now; there are 
no ideas that prices are going to advance unduly, for 
manufacturers are agreed that profits are most assured 
through cost economies than in high prices, and without 
high prices there is no obstacle to steady business. A good 
business is expected and desired. The country possesses 
the capacity to meet the country’s needs. We shall have 
competitive conditions and a none too wide margin of 
profit, but we will do business and benefit from the fact 
that we will know from the efforts put forth that we are 
doing business. 





AUTOMOBILE ACCESSORIES.—This 
time of the year rarely is marked by 
much activity and this year is no ex- 
ception. There is no reason why auto- 
mobile owners now need be without a 
loud-sounding motor-driven horn on the 
score of cost; one to retail at $3.75 now 
is being shown. It is a Spartan horn, 
called the Harford. 


AXES.—Spring demands are of fair 
size and current sales are as good as 
they usually are at this time of the 
year. 


We quote from Pittsburgh jobbers’ 
stocks: First quality unhandled axes, 
base group (3 to 3% Ib. or lighter) 
single bit $14 per doz.; double bit 
$19; No. 2 group (3% to 4% Ib.) 60c. 
per doz. advance over base; No. 3 
group (4% to 4% lb.) $1.20 over base; 
No. 4 group (4% to 5% lb.) $1.80 over 
base; handled axes, base group, sin- 
gle bit, $18.25 per doz.; double bit, 
$23.25 per doz. 


BATTERIES.—The report of jobbers 
still is of a well sustained demand and 
also of well sustained prices. 





Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken Unit 
Packages Packages 
Each fac 
ee $1.05 $0.97 
SS Sree 1.3 1.23 
i Ee > 1.22 1.14 
I I a die diel ae ai 1.40 1.30 
eS ME ns be Ge aed e's 2.62 2.44 
OE ree eT er 2.62 2.44 
are 3.3 3.09 
Dt ME’ sacs ekace toes 42 .39 
No. 6 dry celis, ignition type, 29c. 
each. 


BOLTS, NUTS AND RIVETS.—No 
change is noted in prices. Demands 
upon the jobbers are no tax upon their 
ability to meet them. The primary 
market still leaves something to be de- 
sired so far as business is concerned. 
Users and distributors of bolts and nuts 
evidently are well stocked from orders 
placed late last year and so far this 
year the specifications against con- 
tracts for this quarter have been a little 
disappointing. 


We quote out of jobbers’ stocks 
as follows: 


Machine bolts. small rolled threads, 





50 and 10 per cent off list; all sizes 
cut threads, 5C per cent off list; 
carriage bolts, small rolled threads, 
50 per cent off list; all sizes cut 
threads, 45 per cent off list; stove 
bolts, 75 per cent off list; tire bolts, 
40 and 10 per cent off list; nuts, hot 
pressed blank or tapped, 3.25c. off 
list; c.p.c. and t. blank or tapped, 
3.35¢c. off list; rivets, small wagon 
and tinners’, 60 per cent off list. 
BUILDERS’ HARDWARE.—The new 
price lists are out and show an average 
advance of 10 per cent. It is very 
fully that much in the miscellaneous 
items and practically that much in lock 
goods. There has been preparation for 
a big spring business and there are no 
thought now of disappointment. 


CLEANING COMPOUNDS.—Demand 
is steady in this district from drain 
pipe cleaner and is expanding in the 
other cleaning compounds. Prices show 
no change. 

Jobbers quote: 

Economy Plumber drain pipe 


cleaner, in 1 lb. net cans, in lots of 
3 doz., $2.75 per doz.; in lots of 6 doz., 
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$2.70 per doz.; and in 12 doz. lots, 
$2.60 per doz. 

Same, in 2 lb. net weight cans, in 
lots of 2 doz., $4.90 per doz.; in lots 
of 6 doz., $4.85 per doz.; and in lots 
of 12 doz., $4.75 per doz. 

Hercules tile and porcelain cleaner, 
in 1 Ib, net weight cans, $2 per doz. 
in lots of 2 doz. 

Hercules boiler liquid, in 1 qt. cans, 
$3 each: in % doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 

Same, in % gal. cans, $5 each; % 
doz. lots, $4.75 each; and in gal. cans, 
$9 each. 


FARM AND GARDEN TOOLS.—Ad- 
vance orders have been good and speci- 
fications against contracts have been 
fairly liberal. The trade is looking for 
a good repeat business in the event that 
spring comes on schedule, instead of 
six weeks late, as it did last year. 


PAINTING MATERIALS. — Good 
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movement is noted against future de- 
mands, but current business is light, as 
it usually is at this season. These lines 
are strictly open weather items. Oil is 
down 4c. per gal., but turpentine has 
advanced lc. per gal. 


Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 16%c. per Ib. in 100 Ib. 
lots; 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine, $1.10 per gal. in barrel lots; 
—- oil, $1.28 per gal. in barrel 
ots. 


VACUUM BOTTLES.—A new list by 
Landers, Frary & Clark shows an ad- 
vance of 25c. each in bottles of the 
higher grade, a small advance in me- 
dium grade and no change in the 
cheaper lines. 
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WIRE PRODUCTS.—Jobbers here con- 
tinue to quote prices based on mill 
prices in effect prior to the advances 
named by manufacturers in the first 
week of this month. There is no doubt 
that all jobbers are well stocked with 
low-costing materials and the desire for 
business is strong enough to make them 
willing to give retailers some of the 
benefit. All makers of fence have made 
an advance of 5 per cent. Miscellane- 
ous nails have advanced at the mills. 


We quote out of jobbers’ stocks: 

Nails, $3.15 to $3.20, base, per keg; 
No. 9 gage, plain galvanized wire, 
$2.95 per 100 lb.; galvanized barbed 
2-point cattle, $3.17 per 80-rod spool; 
2-point hog, 3.39; 4-point cattle, 
$3.38; 4-point hog, $3.66; special 2- 
point cattle, $2.38; woven wire fence, 
1047-11, $39.36 per 100 rods; 1047-9, 
$55.20; 939-11, $35,22; 939-9, $48.85. 





Trade Commission Orders Sup- 


plemental Inquiry 


(Washington office of HARDWARE AGE) 


Pursuant to the recently published 
letter of Attorney General Stone with 
regard to the report of the Federal 
Trade Commission on the operations of 
the corporations engaged in the manu- 
facture of aluminum and other house 
furnishing goods the Federal Trade 
Commission has ordered a supplemental 
investigation designed to cover the 
methods and tendencies of these corpor- 
ations since 1922, the date when the 
original investigation was made. This 
work will be hastened and a report 
made to the Department of Justice in 
order that the new Attorney General 
may determine whether the anti-trust 
or other statutes have been violated. 

In reviewing the Commission’s report 
recently submitted the Attorney Gen- 
eral apparently takes the view that the 
majority of the corporations have been 
at considerable pains to observe the 
provisions of the Sherman Act and at 
least to keep within the letter of the 
law. Certain significant comments are 
made, however, which appear to squint 
toward future developments in the De- 
partment of Justice. 


Justice Department Makes Independent 
Investigation 


Reviewing the refrigerator industry 
report made by the Commission, the 
Attorney General says: 

It is proper for me to say that during 
the past year the special agents of the 
Department of Justice have made a 
thorough investigation of the refriger- 
ator industry. A summary report has 
recently been filed. This report to- 
gether with reports of the investiga- 
tions of allied industries is being given 
careful consideration. Upon its com- 
pletion appropriate action will be taken 
by the Department.” 

Mr. Stone gives the Vacuum Cleaner 
Manufacturers’ Association a clean bill 
of health. He concludes his comment on 
this organization with a statement that 
“there does not appear to be sufficient 
in the report to justify the conclusion 
that this association still exists or is 
employing methods in violation of the 
ant-trust law.” 





Dangerous Combinations 


The Attorney-General concurs in the 
conclusion of the Commission relative 
to the washing machine industry that 
“the combining of competing patents by 
large and financially strong competing 
manufacturers accompanied by the le- 
gal rights of patent owners under ex- 
isting patent laws to control produc- 
tion and fix the price at which the pat- 
ent article is to be sold, constitutes a 
combination. no less dangerous to the 
consuming public than a monopoly 
created by acquisition of competitors or 
agreements among competitors in re- 
straint of trade which are condemned 
by the Anti-Trust laws.” 

The Attorney General adds, however, 
that the basic patent in the industry 
was the Stocking Mendenhall patent, 
which expired June 14, 1921, and that 
patent was owned by the Iowa Washing 
Machine Company, and “if that com- 
pany was guilty of unlawful conduct 
prior to the expiration of its patent, 
more than three years having elapsed 
since that time, a prosecution would be 
barred, and a court would not restrain 
acts no longer committed.” » 


“Real Vice,” Pointed Out 


The real vice in the washing machine 
industry, the Attorney General holds, 
consists in the pooling of patents con- 
trolled by certain concerns and in forc- 
ing other manufacturers to secure a li- 
cense under them. The Department of 
Justice has taken the position that these 
so-called pooling contracts go beyond 
the limits of the patent right as stated 
in the opinions of the courts in the 
National Harrow case and the Rubber 
Tire Wheel case. 

The Attorney-General declares that 
if the Department of Justice is rieht 
in its contentions, then the pooling of 
the washing machine patents under the 
agreements set out in the Federal Trade 
Commission’s report is “unlawful and 
appropriate action will be promptly 
taken.” It is pointed out, however, that 
before anything can be done the Com- 
mission must resume its investigation 
where it left off in 1922 and bring the 
inquiry down to date. 





Display Stand for Orange 
Seal Products 


For the purpose of assisting retailers 
in the sale of its line of Orange Seal 
Chains and Accessories, the Bridgeport 
Chain Co., Bridgeport, Conn., has re- 
cently placed on the market an attrac- 
tive and sturdy display stand. The new 
stand is of steel, 32 in. deep and 36% 
in. high. It requires only 384 sq. in. 
of floor or counter space. With its at- 
tractive sign, listing 73 uses for chain, 
it compels attention and should stimu- 
late sales. | 

The display stand is designed for use 
in connection with the following Orange 
Seal products: 500 ft. No. 00 Safety 
Chain; 500 ft. No. 0 Sash Chain; 350 
ft. No. 4 Brown Chain; 250 ft. No. 1 
Brown Chain; 175 ft. No. 2/0 Brown 
Chain; and 125 ft. No. 3/0 Triumph 
Chain. The accessories contents, in 
separate compartment boxes, are as 
follows; 60 pes. No. 101 Assorted N. P. 
Key Rings, 5 sizes; 20 pes. No. 102 
Shera. Eye Bolts, six sizes; 44 pcs. No. 
103 Shera. Rings and Links, 17 sizes; 
100 pes. No. 106 “8” Hooks, steel 
and brass, 16 sizes; 50 pes. No. 107 N. 
P. Snaps, 8 sizes; 50 pes. No. 108 “S” 
Hooks Shera., 15 sizes; 35 pes. No. 110 
Auto Accessories, 12 sizes; and 6 pairs 
No. 112 12 in. Transom chains, 2 styles. 

When all the chain contained on one 
or more reels is sold other reels to re- 
place them may be ordered, singly, di- 
rect or from the jobber. They are 
easily placed in position on the stand. 





Safe-Guarding Your License 
Plate 


A new automobile accessory designed 
to entirely eliminate all danger of los- 
ing the license plates from automo- 
biles has just been placed on the mar- 
ket by the Frantz Mfg. Co. of Sterling, 
Ill. The new device consists of a set 
of four patented bolts equipped with 
washers and a small spring. It is 
claimed by the manufacturer that this 
little holder will absolutely protect the 
car owner from all chance of dropping 
a license plate off on the roai, an ac- 
cident which is always inconvenient and 
also somewhat expensive, as the law 
is very exacting in regard to the proper 
display of plates on the front and rear 
of each car. 
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Women who know Mirro Aluminum buy 
it for its economy, more than for any other 
quality. No more effective argument can 
be used in selling this ware. 


And the best economy argument we know 
about is the “date your aluminum” idea that 
we are using in Mirro advertising: 


“Date it and see how long it lasts. It isn’t 
the first cost that counts: it’s the cost by 
the year.” 


In The Saturday Evening Post for March 
28th there will be a full-page Mirro adver- 
tisement, with the same illustration as that 





To help you sell Mirro economy 


above, in which women will again be urged 


to date their aluminum and find out for them- 
selves how economical Mirro utensils are. 


This is an argument which Mirro dealers 
can use with telling effect. All women want 
Mirro—for its beauty, for its fine cooking 
qualities, for the ease with which it can be 
kept clean, and, not least, simply because they 
want the finest. 


Just tell them, then, that they can have Mirro 
with all its fine qualities and be money ahead 
—and that by buying any Mirro utensil and 
dating it, they can prove its economy long 
before the utensil has even begun to wear out. 


Aluminum Goods Manufacturing Company 


General Offices: Manitowoc, Wis., U.S.A. 
Makers of Everything in Aluminum 


CVMIRRO 


hs The Finest Aluminum 
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Improving Demand in Northwest Markets— 
Outlook Favorable for Spring Business 


(Minneapolis office of HARDWARE AGE) 
NTEREST in this section of the country igs at present 
| centered on the approaching hardware conventions, 
Dealers are planning 
to attend at least one of the conventions and study the 
problems which are confronting the retailers of the coun- 
try, and study the new offernigs of the manufacturers in 


and those already in progress. 


the hardware world. 


Wholesale houses of the Twin Cities are finding a good 


AXES.—Sales continue at a good rate, 
with stocks in fair condition. The heav- 
iest part of the winter call is over, but 
there is a steady demand for general 
uses. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14; double bit axes, 
base weights, ; 


BATTERIES.—Interest in radio still 
keeps up, and the sales of batteries 
continue excellent. Stocks are diffi- 
cult to maintain, with prices steady as 


quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6 dry cells, 


case lots at 29 cents each; radio ‘“B’ 


batteries, unit package quantities, 
No. 766, $1.30 each; No. 764, $1.14 
each; No. 767, $2.44 each; No. 772, 


$2.44 each; No. 770, $3.09 each; radio 
“C”’ batteries, No. 771, 39 cents each, 
net. 
BOLTS.—Demand is beginning to in- 
crease slowly. Country dealers’ stocks 
are being shipped. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
per cent, stove bolts at 75 per cent, 
and lag screws at 60 per cent from 
lists. 

BRADS.—Brad sales are still slow, but 
there seems to be the impression that 
the spring building will run heavy, and 
the demand for brads will increase. 
Stocks are well filled and prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes, 70-10 per cent. 


COASTER WAGONS.—Just at present 
the retail call for wagons is light, and 
dealers’ stocks well filled. Demand will 
start with the first warm weather, 
however. Prices are steady as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coast- 
er wagons No. 60, $5.50 each; No. 61, 
$6.44 each; No. 62, $7.02 each; No. 63, 
$7.22 each. Overland coaster wagons, 
50 per cent from factory lists; all 
oy coaster wagons, 50 per cent from 

st. 


CHURNS.—Retail trade is slow in this 
line at present. Stocks are well filled 
and prices are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 30-10 per cent from lists. 


COPPER RIVETS AND BURRS.— 
Demand is fair, with a growing trade 





Northwest. 


with the automobile shops. Stocks are 
well assorted and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Copper rivets and 
burrs at 40-10 per cent from lists. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Retail trade is 
slow as yet, and will be until spring 
opens up the building trade. Stocks are 
well filled in anticipation of the com- 
ing demand and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 
joint, single bead, 5 in., $5.25 per 100 
ft.; 3 in., 28 ga. conductor pipe, $5 
per 100 ft.; 3 in., conductor elbows, 
$1.75 per doz. 


FIELD FENCE.—Stocks are full for 
the spring demand and prices steady, 
although advancements have been an- 
nounced on some of the other wire 
products. 

We quote from jobbers’ 
f.o.b. Twin Cities: Grade L, 
fence, 26 in., $30.38 per 100 rods. 

FILES.—Sales are running ebout nor- 
mal for this season of the year, with 
full stocks on hand. Prices have not 


stocks, 
hog 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 


files, 50 per cent; second grade of 
ey 60-10 per cent from standard 
ists. 


FREEZERS.—Little interest is mani- 
fest on the part of the public in freezers 
at the present time, with full stocks 
from which to draw. 


We quote from jobbers’. stocks, 
f.o.b. Twin Cities: White Mountain 
4 qt. freezers at $4.13, and 8 qt., 
$6.75 each. 


GALVANIZED WARE.—Stocks are full 
for the coming demand. Good sales 
have been reported in some of the lines 
this early in the season. Prices show 
no changes. 


We quote from 
f.o.b. Twin Cities: 
galvanized tubs, $6.85; 


stocks, 
No. 
$7.75; 


jobbers’ 
Standard 
No. 2, 


No. 3, $8.95: heavy galvanized tubs, 
No. 1, $12; No. 2, $13.25; No. 3, $14.50; 
per doz.; standard galvanized pails, 
10 qt., $2.55; 12 qt., $2.90; 14 qt., $3.20; 


stock pails, 16 qt., $4.50: 18 qt., $5.20 

per doz., net. 
GLASS AND PUTTY.—Sales have 
been only fair since the first of the 
year, with ample stocks on hand to 
meet the call. Prices are steady as last 
quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 


single strength glass, 83 per cent, 
and double strength glass, 85 per 
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demand for merchandise in general, and shipments are 
showing some increase in volume over those of a year ago. 
Prospects continue to be excellent for business in the 
Collections are fairly satisfactory in some 
communities, although there is a lack of response in the 
larger cities to the efforts of the credit men. 
of the large crop of last year have not yet been felt to 
the fullest extent in the leading cities. 


The effects 


cent from list. Strictly pure putty 

in 50-lb. drums, $4.85 cwt., and in 25- 

lb. drums at $5 cwt. 
HAMMERS AND HATCHETS.—Tool 
sales have been only fair during the 
weeks just passed of this year. Build- 
ing has but started and workmen are. 
awaiting the opening of season before 
buying very heavily on tools. Stocks 
are well filled, with prices still steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11% 
hammers at $12.60; Plumb, No. HF81, 

Riverside, No. 611%, $10.50 
.; Hatchets, Plumb’s broad, No. 
2, $14.45; shingling, No. 2, $11.20 doz.; © 
Plumb’s claw hatchets, No. 2, $12.50 
doz., net. 


HOSE.—Spring stocks in jobbers’ hands 
are heavy, as the belief seems to be 
genera! that business in this line will 
be good. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition, %4 
in., hose at 9c. ft., Leader % in., 5 


ply at 9%c. ft., Good Luck, % in., 
6 ply at llc. ft.; Bull Dog, % in., 
7 ply, 13%c. 


LANTERNS.—Sales are letting down 
in this line with the approach of longer 
daylight hours. Stocks are ample for 
the demand and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Dietz tubular lan- 
terns, long or short globe, $13 per 
doz.; Embury lanterns, No. 210, $7.75 
per doz.; No. 240, $12.75 per doz.; 
No. 130, Midget vehicle lanterns, $17 
per doz. 


LAWN MOWERS.—Spring orders are 
going forward to some extent, with 
heavy stocks in jobbers’ hands. Indi- 
cations are for a very good business 
in this line for the season. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia style 
E lawn mowers at 40-5 per cent, 
styles A and C 35-5 per cent, style K, 
35 per cent from lists. 


MILK CANS.—Spring deliveries are 


progressing. Call in a retail way is 
still light and prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad pat- 
tern milk cans, $5 gal., $2.60; 8 gal., 


$3.10; and 10 gal., $3.20 each. 


N AILS.—Demand for nails is still slow, 
but there is some interest in building 
and that would indicate a better mar- 
ket soon. Prices of nails and wire have 
been advanced. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.45 per keg base, and ce- 
— coated wire nails at $2.95 per 
ase. 
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N° matter where you live, a Richards-Wilcox branch is 


not far distant. 


It is there to provide you with infor- 


mation regarding R-W products and the way in which they 


can best serve the user. 


We wish you would look on this 


ofhce as your office—and make free use of the intelligent, 
whole-souled SERVICE which its staff stands ready to give. 


If you are an architect or builder, 
R-W SERVICE can assist you in 
planning more modern window 
installations or in devising a better 
means of hanging house, garage, 
barn, fire and elevator doors. If 
you area manufacturer, R-W SER- 
VICE will solve your conveying, 
fire prevention and door hanging 
problems. Or if you are a dealer, 
R-W SERVICE can help you to 


more satisfactorily serve your cus- 
tomers and thus add to your profits 
and prestige. 


We, of the Richards-Wilcox organization, 
are not content to merely make and sell 
quality hardware. We want to help the 
entire nation to make the best use of prod- 
ucts which are recognized as the best of 
their kind. That is why we maintain from 
sea to sea a SERVICE which is yours with- 


out cost or obligation. 





New York 
Boston 
Philadelphia 
Cleveland 
Cincinnati 
Indianapolis 
St. Louis 








AURORA, ILLINOIS.U.S.A. 
RICHARDS-WILCOX CANADIAN Co., LTD. 


Winnipeg LONDON, ONT. 


Montreal 


Chicago 
Minneapolis 
Omaha 
Kansas City 
Los Angeles 
San Francisco 
Seattle 
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PAINTS AND WHITE LEAD.—Spring 
orders are still taking the greatest 
share of the attention of the manufac- 
turers and jobbers. Retailers are sell- 
ing some inside finish, but the main in- 
terest lies in outside paints. Stocks are 
well filled and prices steady as last 
quoted. | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10 per gallon; second 
grade house paints at $2.10 per gal. 
barn paint, second grade, at $2.25 
gal. 

PAPER.—Building paper is 
slowly, with prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 

papers at $3.25 cwt. 
PYREX OVENWARE.—Sales are still 
fair in this line, with ample stocks on 
hand. Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 101 casseroles, 
$1.33; No. 197, $1.17; No. 203 pie 
plates, 50c.; No. 210, 67c.; No. 212 

bread pans, 60c.; No. 231 utility pans, 


67c.;: No. 12 tea pots, $1.67; No. 24, 
$2, and No. 36, $2.33 each, net. 


REGISTERS.—Call for registers is be- 
ginning to improve to some extent, 
with full stocks from which to draw. 
Prices have not changed. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Cast or wrought 
steel registers at 40 per cent from 
standard lists. 

ROPE.—Spring shipments are being 
forwarded to some extent and stocks 
are well filled. Prices show no changes. 


selling 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade ma- 
nila rope at 25%c. per Ib. base, and 


best grade sisal rope at 18%c. per Ib. 
base. 


SAN DPAPER.—Retail demand has not 
improved as yet and shop orders are 
fair. Prices show no changes. 


SASH CORD AND SASH WEIGHTS. 
—Call is still light in this line, with 
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stocks heavy enough for all demands. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Silver Lake No. 
8 sash cord at 8lc. lb.; braided cot- 
ton sash cord at 49c, Ib., and cast 
iron sash weights at $2.35 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Dealer orders are going forward at a 
fair rate, with heavy stocks on hand. 
Prices are steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8 at $1.82 each; fancy 
screen doors, 2-8 x 6-8, $2.16 each, 
Sherwood adjustable 24 in. window 
screens at $7.40 doz., and Wabash ex- 
— window screens at $6.00 doz., 
net. 


SCREWS.—Sales are normal, with full 


stocks from which to draw. Prices show 
no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flathead bright 
screws, 75-15 per cent; round head 
blued screws, 75-5 per cent; flat head 
brass, 70-10 per cent, and round head 


brass, 65-10 per cent. 


SOLDER.—Call for solder is light as 
yet, with prices holding steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 39%c. per Ib.; 


strictly half and half solder at 37c. 
per lb., and Dutch Boy solder in 100- 
Ib. lots at 39%c. per Ib 
STEEL SHEETS.—Sales are nominal 
for this time of the year, and stocks 
are well filled for the coming spring 
business. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga. galvan- 
ized sheets at $5.85 cwt., and 28 ga., 
black steel sheets at $4.75 cwt. 

TACKS.—Sales on this line of mer- 
chandise are normal, with full stocks 
from which to draw. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 8 oz. American 
cut tacks at 6lc. doz.; 8 oz. tinned 


carpet tacks at 63c. doz.; 8 oz. blued 
carpet at 53c. doz., and No. 11 double 
pointed tacks at 33c. doz. 
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TIN PLATE.—Sales are light for im- 
mediate consumption, with good stocks 
on hand. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke 
tin, ICL, 20 x 28, $14.25 per box, and 
IC, 20 x 28, 8-lb. coating tin at $14.60 
per box. 


WIRE.—Call is light as yet, but orders 
for spring delivery are showing good 
totals. Stocks are well filled. Prices 
show an advance. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed painted 
hog wire at $3.39 per 80 rod spool; 
barbed painted cattle wire at $3.17 
per 80 rod spool: galvanized painted 
hog wire at $3.60 per 80 rod spool; 
barbed galvanized cattle wire at $3.37 
per 80 rod spool, No. plain fence 
wire at $3.45 cwt., base and plain 
galvanized fence wire No. 9, at $3.80 
cwt., net. 


WIRE CLOTH.—Spring shipments are 
moving forward at a fair rate, with 
heavy stocks on hand. Prices show no 
changes. 


“We quote from jobbers’ stocks, 
f.o.b. Twin Cities; Black, 12 x 12 
mesh wire cloth at $2.00 per 100 
sq. ft., base, and galvanized 12 x 12 
mesh wire cloth at $2.50 per 100 
sq. ft., base, 


WRENCHES.—Sales of wrenches to 
shops and factories are normal for the 
season, with some increase in the rural 
districts. Prices are steady. 


We quote from jobbers’ 
f.o.b. Twin Cities: 

Agricultural wrenches, 65 per cent; 
Coes wrenches, 40-10 per cent; en- 
gineers’ wrenches, 62% per cent from 
new lists; knife handled wrenches, 40- 
10 per cent; Stillson and Trimo 
wrenches, 60 per cent. Snap-on 
wrenches in sets, Master Service No. 
101, $15.25; No. 202, $8.80 No. 404, 
$8.75; No. 505B, $3.40 less 40 per cent. 
No. 50 Radio and Electrical Set, $4; 
No. 101 Master Service Set, $15.25; 
No. 202 Heavy Duty Set, $8.80; No. 
303 Ford Master Service Set, $14.85; 
No. 404 Flexible Socket Set, $8.75; 
No. 505B Screwdriver Blades, $3.40; 
No. 900 Set, square socket, $3,70 less 
40 per cent. 


stocks, 





Planning Salesmen’s Territory 


(Washington office of HARDWARE AGE) 

$6 HOUSANDS of dollars are 

unnecessarily spent each year 

in covering territory according 
to state boundaries instead of following 
lines of natural trade areas,” says the 
Domestic Commerce Division of the De- 
partment of Commerce in a pamphlet 
entitled “Planning Salesmen’s Terri- 
tories,” just issued. Too many sales 
executives look upon the red line of a 
state or county boundary as a bunker 
which they do not dare to cross, thereby 
causing one ~f the most widespread 
wastes in our distribution machinery, 
the bulletin continues. 


Wasteful Methods Pointed Out 


If it costs from $30 to $50 per day to 
keep a good salesman on the road, says 
the pamphlet, it certainly pays the 
sales manager to consider most care- 
fully the way to utilize his time to the 
best advantage. A salesman waiting 
for train connections at a railroad junc- 
tion, or doubling back on his track, or 
stopping just before reaching a good 
town to avoid crossing a state line, is 
not getting the best results for himself 
or the company. Yet this is what hap- 





pens when territories are laid gut with 
too little regard to transportation facil- 
ities and trade areas. 

Full consideration must be given, the 
Domestic Commerce Division points 
out, to the utilization of all the modern 
methods of communication. Actual ex- 
amples are cited to the efficient use of 
automobiles to increase the salesman’s 
ability to make contacts with his cus- 
tomers, but this is only desirable after 
the territory has been analyzed for the 
density of the market. Bus lines are 
playing an increasing part in our mod- 
ern world, and sales managers should 
take these into consideration in plan- 
ning efficient routes for salesmen. 


Considering the Salesman 


Not only the success of the Sales De- 
partment is involved in the proper 
planning of sales territories, but also 
the welfare and happiness of the sales- 
man should be taken into consideration. 
The bulletin points out that some com- 
panies take great care to keep sales- 
men at work in territories where they 
may conveniently reach their homes. 
This also gives full play to the sales- 
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man’s intimate knowledge of the terri- 
tory in which he is living. 

An analysis of sales plans of a num- 
ber of concerns has been made showing 
that remarkable results have been 
achieved by careful and scientific meth- 
ods of approach to the problem of prop- 
erly routing salesmen. Numerous exam- 
ples taken from actual practice have 
been cited to show how the country 
can be covered by salesmen who work 
their territories from some dominating 
city in which they live. A full consid- 
eration is given to the “star” salesman, 
who is a high salaried man and makes 
comparatively long jumps_ between 
towns. 

Methods of covering the markets even 
as far away as Alaska are given by the 
bulletin, which quotes the plans of 
houses which are covering that terri- 
tory from Seattle at the present time. 
In addition to this, there is a compre- 
hensive survey of not only the large 
but the smaller territories in the United 
States, with definite suggestions as to 
the most efficient routing of salesmen 
to cover them, both from the angle of 
— and the class of commodity 
sold. 
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The live hardware 


dealer says: 


BOSTON 
WOVEN HOSE & 
RUBBER CO. 
Cambridge, Mass. 


Makers of these famous 
brands of Garden Hose 
BULL DOG, 
GOOD LUCK 
and MILO 
Also 
Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
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*T Went Back in the Dark 


‘‘—-and I found all the goods in 
the store whispering to each other. 


‘“ “The boss says there 1s no money 
in stuff lke me,’ whimpered the 
snow shovel. ‘I am only good for 
about three months anyhow and 
everybody wants a different kind.’ 


““* Well, I am all right anyhow,’ 
said the GOOD LUCK hose. ‘The 
truck backed up this afternoon 
with over a hundred lengths of 
hose, all of the 5%” tribe. Nobody 
wants anything else in these days. ’ 


‘When I struck a light every- 
thing seemed just as usual.”’ 
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February 26, 1925 


Dealers Buying Heavily in Chicago Market 
Building Activity Helps Sales 


(Chicago office of HARDWARE AGE) 
ARDWARE interests are being centered i 
Illinois State Convention being held here this week, 


which, naturally, has attracted a great many out- 


of-town dealers. 


resentatives. 


The condition of the market is about the same as last 
reported. There are very few price changes, and the tone 
of the market continues to be firm. Heavy storms pre- 
vailing during the week have curtailed retail sales. There 
is a feeling prevalent among the trade that business will 
be done on a large scale with more favorable weather con- 


ditions. 


It is reported that the output of steel so far in Feb- 
ruary is above the January rate, all indications pointing 


AUTOMOBILE ACCESSORIES.—With 
the exception of skid chains, very lit- 
tle improvement is noted in the sales of 
automobile accessories. The weather is 
not at all favorable for touring. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Spark Plugs.—Splitdorf, 50c. each; 


regular, 58c. each; Champion X, 45c. 
each; lots of 100, 41c. each; wow.) 
pion Blue Box line, 53c, each; A. 
Titan, 58c. each; lots of 100, 560. 
A. C. Special Ford, 44c. each. 

Spot Lights.—Anderson, No. 3280, 
$6.50 each; Stewart, $5.67 eac 

Horns.—E. A. Electric (ord), $4 
each. 

Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 each; Ajax 
No. 6, 90c. each; National Standard 
No. 21, $1.20 each. 

Pumps. — Rose, 1%-in. 
$1.55 each. 

Chains.—Non-skid, dozen pair lots, 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% over- 
size cord tires, $10.45 each; regular 
—. $8 each; gray inner tubes, 30 

314, $1. eac red inner tubes, 
30 x 3%, $1.50 each. 


AXES.—New prices, just announced 
for fall, are slightly higher than those 
prevailing earlier in the season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 


cylinder, 


quality and grade of handle; special 
unguaranteed handled axes, 2 per 
doz. base. 

BOLTS AND NUTS.—The demand 


continues good. There has been no 
change in price. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: Carriage bolts, cut 
thread, 50 per cent discount; small 
carriage bolts, rolled thread, 50-10 


per cent discount; machine bolts, cut 
thread, 50-10 per cent discount; 


small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 


screws, 60 per cent discount. 
BUILDERS’ HARDWARE.—-Very sat- 
isfactory orders are being placed for 
builders’ hardware. Manufacturers are 
not making as prompt deliveries as 
heretofore; they report a very large 


Judging from the buying movement 
which has started, dealers have delayed placing their or- 
ders until convention week. They are not only patroniz- 
ing the exhibitors’ booths very freely, but are spending 
their spare time placing orders with local hardware rep- 





in the 


to a continuance of this progress. 
a more comfortable position than Eastern mills, so far as 
bookings are concerned, as all of the leading producers 
of this district are booked well into the second quarter. 
The demand for bars is particularly heavy with specifica- 
tions coming in fast. 
plates and the heavier rolled products. 

Building lines are particularly active, and estimates of 
the building program in the entire country for 1925 run 


Western mills are in 


This also applies to shapes and 


as high as $5,000,000,000. As prices in this industry are 


out. 


claimed to be moderate and labor conditions satisfactory, 
there is no reason why this program will not be carried 


An advance has been made in the price of field fence; 
prices on galvanized ware have also been revised. Market 
prices just issued for the week on linseed oil show a de- 


cline of 10c. per gallon. 


volume of business for April and May 


shipments. Prices are the same as last 
reported. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 2% x 3% steel butts, 
case lots, old copper and dull brass 
finish, $2.67 per doz. pair; 4 x 4 
steel butts, old copper and dull brass 
finish, $3.63 per doz. pair; heavy steel 
bevel inside sets, case lots, $6.75 per 
doz.; steel bit-keyed front door sets, 
$1.75 per set; wrought brass bit- 
keyed front door sets, $3.25 per set; 


cylinder front door sets, $7.50 per 
set. 
CHAIN.—Prices are firm; sales are im- 
proving. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$8.50 per 100 Ilb.; Tenso, Bull Dog 
and Brown coil "chains, 50-10 per 
cent discount; No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
There has been no change in price. A 
steady demand continues. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40 per cent discount. 


CUTLERY.—Prices are strong; higher 
prices on some items may result. Cur- 
rent sales are good. 

DRAIN PIPE CLEANER.—Prices re- 
main the same; sales are satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Economy Plumber drain pipe 


cleaner, in 1 lb. net cans, in lots of 
3 doz., $2.75 per doz.; in lots of 6 doz., 
$2.70 per doz.; and in 12 doz. lots, 
$2.60 per doz. 

Same, in 2 lb. net weight cans, in 
lots of 2 doz., $4.90 per doz.; in lots 
of 6 doz., $4. 85 per doz.; and in lots 
of 12 doz., $4.75 per doz. 

Hercules tile and porcelain cleaner, 
in 1 lb. net she ams cans, $2 per doz. 
in lots of 2 


Hercules batler liquid, in 1 qt. can, 
$3 each; in % doz. lots, $2.50 each; 
in 1 doz. lots, $2.25 each. 


Same, in % gal. cans, $5 each; % 
doz. lots, $4.75 each; and in gal. cans, 
$9 each. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Present prices are favorable 
for immediate purchase, as an advance 
is expected in this line, due to the in- 
creased cost of steel sheets. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bead lap joint 
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Money appears easy, collections show an improvement, 
and cash sales are lagging. 


gutter, 5-in., $4.50 per 100 ft.; corru- 
gated conductor pipe, 3-in., $4.75 per 
100 ft.; plain ridge roll, 1%-in., $4 
per 100 ft.; corrugated conductor el- 
bows, 3-in., $1.36 


ELECTRICAL AND RADIO MER- 
CHANDISE.—Prices are the same as 
last week. Sales continue on a very 
satisfactory basis. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: : 
Electrical Merchandise.— No. 14 


rubber-covered wire, $7.90 per 1000 
ft.; in 1000-ft. lots, $7. 65; No. 18 lamp 
cord, $14.50 per 1000 ft.; in 1000-ft. lots, 
$1 3.75; 144-in. brush brass Key sockets, 
19c. each; two-way plugs, 60c. each; 
in lots of 10, 49%c. each; one-piece 
attachment plugs, 13c. each; two- 
Piece attachment plugs, 12c. each; 
dry cells, boxes of 50, 30%c. each; 
less than case lots, 34c. each. 
Radio Supplies.—Radio B batteries 
No. 766, $1.40 each; No. 767, $2.62 


Battery Chargers.—Apco line, in 
lots of less than 10, $13.50 each, net. 

Tubes.—Cunni ngham and R. C. A. 
$3 list. Discount, 25 per cent. 

Loud Speakers. —Western Electric, 
No.  enitds $9.50 list. Discount, 30 per 
cent. 


FIELD FENCE.—New prices have just 


been issued as follows: 
We quote from jobbers’ 
f.o.b. Chicago: 726-6-12%, $30.38 per 
$45.92 ond 100 


come, 


100 rods; 1948-6-14%, 
rods. 
FILES.—Prices are unchanged; sales 
continue good. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 
GALVANIZED WARE.—Quite a few 


revisions in price have been made dur- 


ing the week in this line. Sales are 
active. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Competition galva- 
nized after-made water pails, genu- 
ine riveted ears, 10-qt., doz.; 
Los ag wash 
; No. 2, $7 doz.; 
0Z.; No. galvanized 
wash boiler, wood grip and handles, 
$13 doz.; 1 gal. tin breast galvanized 
kerosene can, $2.35 doz.; 1-bu. galva- 
nized baskets, $6.50 doz.; 14%4-bu. gal- 
vanized baskets, $8.75 doz.; 65-gal. 
galvanized oil cans, galvanized 
breast, $6.85 doz.; perpendicular cor- 
rugated light galvanized ash cans, 
with cover, No. 55, $15 per doz.;° No. 
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CAMBRIA FENCE 


Bethlehem Manufacture—Bethlehem Quality 


N THE manufacture of CAMBRIA FENCE the utmost care 
is taken to make a product that will be satisfactory to the user 

of field fence. Every step in its production, from mining the 
‘ore to shipping the finished roll of fence, is controlled by the 
Bethlehem organization, which makes it possible to maintain an 


unusually high degree of quality. 
CAMBRIA FENCE can be recommended by dealers with con- 


fidence that it will make satisfied customers. 
If you are not now handling CAMBRIA FENCE, we invite you 


to get in touch with your Jobber or with us direct for information. 


BARBED WIRE AND OTHER WIRE PRODUCTS 


Cambria Barbed Wire can be obtained in all standard 
styles, either galvanized or painted. Other wire products 
include: Fence Staples; Wire Nails; Plain Wire; Gal- 
vanized Wire; Bale Ties; Barbless Twisted Wire. 
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Write to us for Catalogue and Details 


BETHLEHEM STEEL COMPANY General Offices: Bethlehem, Pa. 


Sal Offi , New York Philadelphia Washington Buffalo Chicago Cleveland St. Louis Seattle 
ales CES* Boston Baltimore Atlanta Pittsburgh Detroit Cincinnati San Francisco Los Angeles 


BETHLEHEM 
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66, $17.50 doz.; No. 77, $20 doz.; 
heavy galvanized after- made No. 
171, $32.40 doz.; No. 191, $37.25 doz.; 
No. 201, $44.75 ‘doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Prices are unchanged; sales 
show an improvement. 


We quote from jobbers’ 
f.o.b. Chicago: Garden hose, 
quality, molded hose, %-in., 
per ft.; %-in., 13c. per ft.; 
good quality, 
per ft.; %-in., 12c. 
good quality, wrapped, %%-in., 
per ft.; per ft.; 5- ply, 
gzood quality, wrapped, %-in., 9c. per 
ft.; %-in., lle. per ft. Lawn sprin- 
klers, Rain $28 doz.; original 
fountain sprinkler, $8 doz.; ‘Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—Business is 
normal. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 88 per cent discount; 
single strength A, 34 to 40-in. brack- 
et, 86 per cent discount; single 
strength A, all other brackets, 85 
per cent discount: double strength A, 
all sizes, 86 per cent discount. Putty 
—pure grades, $3.75 per 100 lb.; com- 
mercial, $3.40 per 100 Ib. 


HATCHETS.—Prices are unchanged, 
but firm. Sales are improving. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 z.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 

2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 
HANDLED HAMMERS.—Sales_ are 
in better volume. A higher market is 


looked for. 
We quote from _ jobbers’ 
f.o.b. Chicago: First quality, 


stocks, 
good 
10% c. 
3-ply, 


stocks, 
16-0z. 


nail hammers, $10.50 doz.; first qual- 
ity, 16-o0z. machinist hammers, $7.85 
doz.; medium quality, 16-oz. nail 


hammers, $6 doz. 
HANDLES, AGRICULTURAL.—A sat- 
isfactory volume of business is being 
booked for future delivery. Prices are 


unchanged. 
We tnd from jobbers’ stocks, 
f.o.b. Chicag 
Hay Fork. Handles. — Straight, 


chucked and bored, best grade, 4%- 


ft., $4.50 doz.; 5- ft., $5.50 doz.; XX, 
414-ft., $4 doz.: 5-ft., $4.80 doz.: x, 
4%-ft., $2.40 doz.; 5-ft., $2.80 doz. 


Hay Fork Handles.—Bent, chucked 
and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, bent, with strap, 
ferrule and cap, 4-ft., $5.50 doz.; 4%- 
t., $5.75 doz.: XX bent, 4% ft., $4.50 
doz.; 5-ft., $5.50 doz.; X bent, 4% 
ft.. $3 doz.: 5-ft., $3.40 doz. 

Manure Fork Handiles.—Bent, best 
grade, 4-ft., $4.75 doz.; 4%4-ft., $.10 
doz.; XX bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.: X bent, 4-ft., $2.60 
doz.; 4%-ft., $2.95 doz. 

Garden Hoe Handles.—XX. 4%-ft., 
$3.45 doz.;: X. 4%4-ft., $2.40 doz. 

Garden Rake Handles.—XX, 5%- 
ft., $5.25 doz.; X 5%-ft., $3.25 doz. 
Handles.—Regular pattern, 
XX 4%-ft.. $5.90 doz.: X, 4%-ft., 
: D handle, best grade, $7.95 
X grade, $6 doz. 

Spade Handles.—D handle, best 
grace, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—Prices are 
changed. Sales are active. 


We quote jobbers’ 
f.o.b. Chicago: 

Axe WHandles.—No. 1 hickory, $4 
doz.: No. 2, $3 doz.;: second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer WHandles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—A very satisfactory volume 
of business is being done in this line. 
Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., $1.03; 5-in., ; 
6-in., $1.60; 8-in., $2.70; 10-in., 
per doz. pair; extra hea T hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 


un- 


from stocks, 
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6-in., $2.08; 8-in., $3.56; 10-in., $5.10 
per doz. pair. 


ICE SKATES.—There has been no 
change in price since last reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp—Rocker, 
Men’s and Boys’, bright finish, Tdc. 
pair; Half Key Clamp — Rocker, 
Women’s and Girls’, bright finish, $1 
pair; Key Clamp—Hockey, Men’s and 
Boys’, $1.20 pair; Half Key Clamp— 
Hockey, Girls’, $1.40 pair. 


ICE CREAM FREEZERS.—tThere has 
been no change in price. Sales are nor- 


mal. 
We quote from jobbers’ stocks, 
ig Chicago: White Mountain, l1- 
$4.85 list; 2- “e, $5.65 list; 3-qt., 
36 45 list; 4-qt., $8.25 list; 6-at., 
$13.50 list; 10-qt., 


list; 6-qt., $8.60 list; 8-qt., 11.10 list. 
the above less 50 per cent dis- 


INCUBATORS .—Prices are unchanged. 
The demand is excellent. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Incubators, 35 per cent 
discount; brooder stoves, 35 per cent 
discount; insulated chicken waterers, 
$3.25 each. 


LANTERNS.—The demand is steady. 
Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Prices are unchanged. 
The demand continues to be good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise, No. , 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, 8-qt., $8.67 each. 

LAWN MOWERS AND GRASS 
CATCHERS.—tThere has been very lit- 
tle to report on this line, as most deal- 
ers have placed their orders for spring 
delivery, and it is between seasons. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, 1l-in. wheels, $12.35 each; 
16-in., ball bearing, 4-knife, 10%-in. 
wheels, $10 each: 16-in. plain bear- 


ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 9- 


in. wheels, $7.85 each; 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 6-in., ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
opt 3-knife, 8-in. ‘wheels, , $5.85 
each. 


Grass Catchers. — Galvanized bot- 
tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.; galvanized bot- 
tom, for 18 to 21-in. mowers, full 
packages, $9.60 doz.; plain bottom, 
canvass, for 18 to 21-in. mowers, $7.60 
doz.; plain bottom canvas, for 12 to 
16-in, mowers, $5.90 doz 


NAILS.—Prices have been advanced $2 
per ton by the mills. A good improve- 
ment is noted in the demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.25 per keg base; cement coated, 
$2.55 per keg base. The extra for 
galvanized nails is now $2.25 for 1-in. 
-— longer; $2.50 for shorter than 
-in. 

OIL STOVES.—A 
business is reported. 
price. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list: 4-burner, $28 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list: 4-burner, $35 each 
list; Superfex 2-burner. $36 each list; 
3-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 
per cent disccunt. Lots of ten or 
more are subject to 30-5 per cent 
discount. 


PAINTS AND OILS.—Linseed oil de- 


very satisfactory 
No change in 
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clined 10c. per gallon. Prices on the 
balance of the staples remain the same. 


We quote | from jobbers’ stocks, 
f.o.b. Chicag 
Linseed * Oil.—Raw, barrel lots, 


- 27 per gal.; 5-barrel lots, $1.22 per 


WP ne Oil.— Boiled, barrel lots, 
$1. per gal.; 5- -barrel. lots, $1.24 per 


$1.05 per 


—_—— Alcohol.—Barrel lots, 
654¢c. per gal.; steel drum, extra, $6, 
returnable. 

White Lead.—100-lb. kegs, $16.75; 
50-lb. kegs, $8.65; 25-lb. kegs, $4.40; 
12%-lb. kegs, $2.25. 

Dry Paste.—FParrel lots, Tec. per 


‘Shellac. —(4-lb. goods), white, $3.50 
per gal.; orange, $3.20 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ibs. 


PYREX WARE.—Prices are firm; sales 
are holding up very well. 


We quote from jobbers’ 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 


yurpentine. —Barrel lots, 


stocks, 


Casseroles. — Round, No. 167, $12 
doz.; No. 168, $14 oe No. 182, $12 
doz.; No. 184, $14 


Gassercies.—Oval, ‘No. 193, $12 doz.; 
No. 197, $14 doz. 


Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 
ea Pots.—2-cup, $20 doz.; 4-cup, 


$24 doz.; 6-cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


ROLLER SKATES.—Future orders are 
being received in good volume. Prices 


are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING AND PAPER.—New ad- 
vanced prices are well maintained. A 
future rise is expected; sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.05 per 
square; best grade talc surfaced, 
$2.30 per square; medium talc sur- 
faced, $1.70 per square; light tale 
surfaced, $1.05 per square; red rosin 
sheathing, $62 per ton. 


ROPE.—The demand continues good, 
with both manila and sisal fiber still 
advancing, suggesting still further ad- 
vances in rope as possible. 

We quote from _ jobbers’ stocks, 
f.o.b. Chicago: No.1 Manila Stand- 
ard brands, 23%c. to 25%c. per Ib.; 

No. 2 Manila, 22%c. per lb.; No. 1 
Sisal, 16%c. per Ib.; No. 2 Sisal, 
154%c. per Ib. 


SASH CORD. 


mand is steady. 

We quote from _ jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands 
$10.55 per doz. hanks; No. 8, $12.16 
per doz. hanks. 


SASH PULLEYS.—Prices unchanged. 
Sales show an improvement. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c. doz. 


SCREWS.—A normal business is re- 
ported. The market is firm. 


We quite from jobbers’ stocks, 
f.o.b. Chicago: Flat head, . bright 
screws, 78-10 per cent new list; round 
head blued, 76-10 per cent list; flat 
head brass, 76-5 per cent new list; 
round head brass, 74-5 per cent new 
aes japanned, 72-10 per cent new 

st. 


SCREEN DOORS AND WINDOW 
SCREENS.— Prices are unchanged. 
Orders are being placed in good volume. 


We mete from jobbers’ stocks, 
f.o.b. Chicag 
(Continued on page 79) 
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Ammunition 
for the “Man in the Neck of the Bottle” 


Alt merchandise passes on to the re- 
tail store which forms the “neck 
of the bottle.” And as Mr. Llew Soule 
has so aptly put it in his editorials: “In 
the neck of that bottle is a retail salesman, 
whose function it is to keep the flow of 
merchandise at its maximum.” 


He is our salesman as well as yours—and 
the greater his efficiency, and the better 
the merchandise he has to offer, the grea- 
ter is the volume of business that may 
be expected. 


Our job and yours is to help him—our 
part is to provide the best possible mer- 
chandise at the best possible price. And 
we conscientiously believe ROME COP- 
PER UTENSILS are such merchandise. 


In them, the “Man in the Neck of 


ROME 


NEW YORK, 342 Madison Ave. 
CHICAGO, 1431 Lytton Bldg. 














Branches: 


SAN FRANCISCO, 610-614 Wells Fargo Building. 


the Bottle’ can offer the customer: 


1.—Good utensils, 

2.—made of enduring copper, 

3.—attractive in appearance, and easily 
kept beautiful with the care ordi- 
narily given other utensils, 

4.—utensils backed by a manufacturer 
of national reputation, goods so 
well made that the manufacturer is 
proud to put his trade mark on 
them. 


ROME COPPER UTENSILS are am- 
munition for the man in the front line— 
the salesman who will sell more if he 
has dependable merchandise to offer. 


Ask your jobber or write us about Rome 
Copper Tea Kettles, Tea Pots, Coffee 
Pots, Percolators, Dippers, and Wash 
Boilers. 


ROME MANUFACTURING CO. 










NEW YORK 


BOSTON, 60 India Street. 
SEATTLE, 302 Pioneer Bldg. 


ENDURING COPPER UTENSILS 
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Demand Light in New England Markets— 
Jobbers Expect Improvement Next Month 


(Boston office of HARDWARE AGE) 
NTEREST in both retail and wholesale hardware cir- 
| cles this week has centered largely in the retail deal- 
It is difficult to get 
the trade to think, talk or act anything but the conven- 
Retail dealers in general say business is not only 


ers’ annual convention held here. 


tion. 


quiet, but more so than it usually is in February. 
few of them say they will consider themselves fortunate if 
they clear expenses this month. The condition of current 
business accounts for slow collections reported by jobbing 


house credit departments. 
Optimism still prevails everywhere. 


trade. 


AXES.—Jobbers are out with new | 


prices on axes, which show no changes 
on single and double bit stock, but 
slight advances and slight declines on 
specialties. The new prices follow: 


We quote from Boston jobbers’ 
stocks: 


Axes.—Without handles, single bit, 
$14.50 per doz. net, double bit, $19.50; 
flint edge, with handle, single bit, 
$18.75. Chip Slinger, unhandled, 
single bit, Flint Edge, with 
andle, oys’ No. 2, $12.50, house, 
2%4-lb., $12.25. Jimdandy, with han- 
dle, No. 2, $17, house, 2% lIb., $10.75. 

BELT LACING.—Manufacturers of 
rawhide lacing have notified the job- 
bing trade of an advance in list prices. 
Jobbers, however, have not changed 


their prices. 


BENCH TOOLS.—An advance, ap- 
proximating 10 per cent, according to 
jobbers, has taken place on the Ames 
line of bench lathes and milling ma- 
chines. 


BICYCLES.—Retailers are not evinc- 
ing the interest in bicycles that they 
did a month ago. Jobbers are now of 
the opinion that the real buying move- 
ment will not set in until retail deal- 
ers have an actual call for goods. 


We quote from Boston jobbers’ 
stocks: 

Bicycles.—Men’s, 20-in., $28.50 each 
net; 22-in., $28.50; arched bar, $29.50; 
motor bike type with double bar, $31. 
Women’s, 20-in., $30.50. Girl’s, 17-in. 
28. 

Boycycles.—No. 1, $9 each net; No. 

, $10; No. 3, $13; No, 4, $15. 
CROWBARS.—Now that prices. on 
crowbars and on affiliated merchandise 
have been revised there appears to 
be a little more interest in crowbars, 
say jobbers. 

We 

stocks: 

Crowbars.—Over 10 Ib., 7c. per Ib. 


FENCING.—Complying with new lists 
recently issued by the manufacturers, 
jobbers are quoting Cyclone fencing 
from store at 40 per cent discount, con- 
trasted with 40 and 5 per cent here- 


quote from Boston jobbers’ 


The retail dealer 
is confident that business will be good after this month. 
That feeling is reflected to some extent in the volume of 
forward business that has been placed with the jobbing 
The weather of late has been unusually warm 
for this season, and the frame of the general public mind 





Quite a 


is turning rapidly to such things as summer vacations, 
much needed repairs about the house, new gardens, paint 
and sporting goods. 
ready to spend money, and the retail hardware dealer is 
confident he will get his share of it. 

Industrial New England is gradually becoming busier. 
One hears less about unemployment these days and more 
about increased savings bank deposits. 
and authorities tell us it will be a year when fewer auto- 
mobiles will be sold, a year when people will spend more 


The public, in other words, is getting 


Economic students 


money for the things that might be called “necessary.” 


into circulation. 


tofore, and from factory at 52 per cent 
discount, which compares with 50 and 
5 per cent heretofore. 
We 
stocks: 


Fencing.—Square Deal, in 10-rod 
rolls, 11 gage, No. 832, $5. 50 per roll, 
net; No. 635, $3.40; No. 845, $4.40; No 
1047, stays & in. ‘apart, $7. 10; stays 
12-in. apart, $5.12. All prices net, 
Cyclone, from store, 40 per cent dis- 
count. From factory, 52 per cent 
discount. 


FLOWER BED GUARD, ETC.—The 
market for flower bed guard from 
store is 40 per cent discount, con- 
trasted with 40 and 5 per cent as pre- 
viously quoted and from factory 52 
per cent discount, as against 50 and 5 
per cent heretofore. Trellis sells on the 
same basis. There has been a change 
as well in gate prices, but jobbers have 
not revised their lists as yet. 
We Boston jobbers’ 
stocks: 


Flower bed guard, 40 per cent dis- 
count; trellis 40 per cent discount; 
and ornamental gates, 30 and 10 per 
cent discount, from store. Discounts 
on direct factory shipments, f.o.b. 
cars Waukegan, Ill.; guard and trellis 
52 per cent; gates, 50 per cent. 


FLASHLIGHTS.—A slight advance in 
some numbers of flashlights is noted in 
new lists just issued by jobbing houses 
here. Prices as quoted today follow: 
We quote from Boston jobbers’ 


stocks: 


Flashlights. —Everyready, Nos. 2602 
and 2630, less than 6, 75c. each net, 
6 or more, 69c. Nos. 2604 and 2631, 
less than 6, 90c. each, 6 or more, 83c. 
Nos, 2612 and 2632, less than 6, $1.05 
each, 6 or more, 97c. Nos. 2660 and 
2661, less than 6, 87c. each, 6 or 
more, oa Nos. 2616 and 2634, less 
than $1.20 each, 6 or more, ‘$1. 10. 
Nos. 3615 and 2633, less than $1.35 
each, 6 or more, $1.24. No. 4993, less 
than 6, $1.14 each, 6 or more $1.04. 


GALVANIZED WARE.—Jobbers, who 
advanced prices on galvanized pails a 
week or ten days ago, have now made 
a slight reduction in the heavier ones. 
In addition, they have made a slight up- 
ward revision in galvanized garbage 
cans, to conform with new lists issued 
by manufacturers. 


quote from Boston jobbers’ 


quote from 


« 





And because more people will be employed this spring and 
summer, say the economists, more money should be put 


None of these authorities expect any 


boom in business, but they do anticipate a good flow of 
merchandise into public hands and a steady flow of cash 
out of public hands. 


We quote from Boston jobbers’ 
stocks: 

Pails.—Galvanized, No. 1312, $4.86 
per doz. net; No. 1314, 40-lb. to the 
doz., $5.40; ‘No. 1514, 50-lb. to the 
doz., $6.96. 


Garbage Cans.—Galvanized, No. 4, 
ty = each net; No. 2, $1.60; No, 1, 


HAMMERS.—New prices issued by 
makers of heavy hammers, crowbars, 
etc., show no change in the market for 
the former. Jobbers report buying of 
carpenters’ hammers has fallen off quite 
a little, although during the past few 
days the so-called “pick-up” trade has 
been quite satisfactory. 


We quote from Boston jobbers’ 
stocks: 


Vaughan & Bushnell line.—Nail, 
16-0z., No. 11%, 92c. each net; 12-o0z., 
No. 12, 87c. Ripping, 16-0z., No. 
11%R, 92c.; ~~ No. 12R, 87c. 
Pein, 16-0z., No. 0, 68c. Garden City 
nail, polished, 16- “ot, No. 111%, 69c., 
black, No. 111%B, 2c. 


Maydole ee No. 12, 
$11.03 per doz. net; No. 13, $10.50; 
No, 711, $13.65; No. 711%, $12.60; 
No. 712, $11.81. 

Mechanics’ Hammers.—No. 70, 
$18.75 per = net; No. 71, $14.52; 
No. 72, $13.1 

Riveting a 40, $12.90 


= a. net; No. 41, $11.29; No. 42, 


$9.9 
Heavy Hammers, etc.—Heavy, un- 
ot 60 per cent discount; over 
lb., 60 and 10 per cent discount. 


Bese hammers, 60 per cent discount, 
wood choppers, mauls, 60 per cent 
discount. 


HANDLES.—Jobbers have made a 
somewhat belated advance in hickory 
axe handles amounting to 5 per cent to 
10 per cent, it being in keeping with 
new lists issued earlier in the month by 
the manufacturers. 


HOISTS.—The Yale & Towne Mfg. Co. 
has notified jobbers of a slight advance 
in prices on its differential hoists. Job- 
bers’ prices have not changed, but prob- 
ably will before the close of another 
week. 
We quote from Boston jobbers’ 
stocks: 


Hoists.—Yale & Towne, line, spur 
geared, 20 and 7% per cent discount; 
screw geared (side wheel type), 30 
and 20 per cent; differential, 60 and 
5 per cent. Chisholm-Moore line, high 
speed, 30 and 20 per cent discount; 
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standard screw, 30 and 10 per cent 
discount; trolley, 35 and 10 per cent 
discount; differential, 20 and 10 per 
cent; anti-friction, 35 and 10 per 
cent; trolley, 35 and 10 per cent. 


PICKS AND MATTOCKS.—New lists 
are out on picks and mattocks as fol- 
lows: 
We 
stocks: 
Picks and Mattocks.—Railroad 40, 


10 and 5 per cent discount; contrac- 
tors’, 40 and 10 per cent. 


ROASTERS. — Manufacturers have 
come out with prices for next season on 
roasters. Now that prices have been 
established jobbers are endeavoring to 
round up forward bookings. 
We quote from Boston jobbers’ 
stocks: 


Roasters.—Savory, small family 
size, single or in lots of three doz., 
$8.40 per doz, net; medium family 
size, small lots, $15 per doz., large 
lots, $14.40; No. 11, one coat of blue 
enamel, small lots, $21.25, large lots, 
$20.75; No. 41, small lots, $27.50, large 
lots, $27. No. 43, three coats of gray 
ose’ small lots, $34.35, large lots 


SHEET LEAD.—Now that there has 
been a material reduction in the price 
of pig lead the retail hardware trade is 
laying off sheet lead, evidently waiting 
for an announcement of a drop in the 
market. 


We quote from Boston jobbers’ 
stocks: 

” Sheet Lead.—Per lIb., 18c., base, 
st. 


quote from Boston jobbers’ 


SHEETS.—Cold rolled and galvanized 
‘steel sheets have been marked up 10c. 
per 100 lb. by the jobbing trade. Blue 
annealed, however, are unchanged in 
price. 


We quote from Boston jobbers’ 
stocks: 

Sheets.—Blue annealed, No. 10 gage, 
$3.91% per 100 lb.; No. 28 cold rolled, 
$5.20; No. 28, galvanized, $6.25. 


‘SHEET ZINC.—The market for sheet 
zine has declined %c. a pound. New 
prices, as issued by jobbers, follow: 


We quote from Boston jobbers’ 
stocks: 

Sheet Zinc.—In 300-lb. casks, $12 
per 100 Ib.; in 200-lb. casks, $12.25; 
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in 100-lb. containers, $12.50. In 
broken casks $13. 


SLEDS.—New prices have been issued 
on the Speedster line of sleds, baby 
sleighs and boxes, which show advances 
and declines, the changes in either di- 
rection not being of much importance. 


We quote from Boston jobbers’ 
stocks: 

Sleds.—Speedster, No. 340, $48 per 
doz. list; No. 345, $54; No. 350, $60; 
No. 355, $72. Discount 40 per cent. 

Miscellaneous.—Baby sleighs, No. 0, 
$18 per doz. list. Boxes, No. 1, $72 
per doz. list. Discount 40 per cent. 


TAPS AND DIES.—Although there is 
no great rush there is a decidedly good 
demands for taps and dies. One of 
the leading manufacturers located in 
New England reports that his ship- 
ments during the first month and a half 
of 1925 were larger than for any sim- 
ilar period in recent years. 


We quote from Boston jobbers’ 
stocks: 

Taps.—Winter Bros. line, hand 
taps, smaller than %-in., 50 and 10 
per cent discount; %4 to *%-in., 40 per 
cent discount; ¥% to % in., 33% per 
cent discount; #4 to 1 in., 25 per cent 
discount; 1% to 2 in., 15 per cent dis- 
count; 2% to 2% in., list plus 10 per 
cent. Machine screw taps, No. 13 
and smaller, 50 and 10 per cent dis- 
count; No. 14 and larger, 40 per cent. 
Stove bolt taps, 7; in., 50 and 10 per 
cent; % in. and larger, 40 per cent 
discount. Nut taps, 7 to 1 in., 30 
per cent discount; 1% to 2 in., 10 per 
cent; 2% to 2% in., list plus 10 per 
cent. Pipe taps (right hand), % to 
1 in., 60 per cent discount; 1% to 2 
in., 65 per cent; 2% to 3 in., 45 per 
cent; 3% to 4 in., 30 per cent. Pipe 
taps (left hand), % to 1 in., 33% per 
cent discount; 1% to 2 in., 25 per 
cent; 2% to 3 in., 15 per cent; 3% 
to 4 in. list. Round adjustable dies, 
all sizes, 20 per cent discount. Solid 
square bolt dies, 25 per cent. Solid 
square pipe dies, 35 per cent, 

Dies.—Card line, all sizes, 10 per 
cent discount. Taper, regular hand 
and spiral fluted, 1-16 to 15-64 in., 55 
per cent discount; 4% to % in., 40 per 
cent; ys to % in., 35 per cent; }§ to 1 
in., 30 per cent. Machine screw taps, 
No. 12 and smaller, 55 per cent dis- 
count. 


TRAPS.—There appears to be an ex- 
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cellent demand just now for rat traps 
that retail at 35c. each or three for $1, 
and for mouse traps that retail at 15c. 
each or two for 25c. At least sales re- 
ported by some of the jobbing inter- 
ests here suggest so. 


We quote from Boston jobbers’ 
stocks: 
Rat and Mouse Traps.—Genuine 


Marty French line, No. 1, 22-in. (24 
to crate), 3 crate lots, $20.22 per doz.; 
one crate lot, $21.78: broken crates, 
$23.34. No. 3, 16-in. (fifty traps to 
crate), 3 crate lots, $12.22 per doz.; 
1 crate lot, $13.14; broken crates, 
$14.10. No, 3%, 15-in. (72 to crate), 
3 crate lots, $9 per doz.; 1 crate lot, 

8; broken crates, $10.38. No. 5, 
8-in. (150 traps to crate), crate lots 
$5.60 a doz.; broken crates, $6 net. 
Footset rat traps, $2 per doz. net; 
mouse, 80c. per doz. net; Buffalo Bill 
rat trap, 90c. per doz, net; mouse, 
$2.50 per gross. 

Game.—Game, No. 0, single spring, 
with chain, $1.70 per doz. net; No. 1, 
$1.95; No. 1%, $3; No. 2, double 
spring, with chain, $4.70; No. 3, 
$6.50; No. 4, $7.80. 


TREE TANGLEFOOT.—Prices on tree 
tanglefoot in vogue last year have been 
reaffirmed for 1925. Last year was one 
of the most active in tanglefoot on rec- 
ord, and jobbers are optimistic regard- 
ing the coming season. They say they 
already have booked a _ considerable 
business. 

We quote from Boston jobbers’ 
stocks: 

Tree Tanglefoot.—In 1-lb. cans, 
$4.80 per doz.; in 5-lb. cans, $22; in 
10-lb. cans, $42; in 25-lb. cans, $96. 

WEDGES.—New prices are out on 
wood choppers’ wedges, which show a 
drop of 1c. a pound. 


We quote from Boston jobbers’ 
stocks: 

Wedges.—Wood choppers, 
pattern, 84c. per Ib. 


WELDING PLATES.—Manufacturers 
of welding plates have notified jobbers 
that list prices on welding plates have 
been advanced, but that discounts re- 
main as heretofore. Jobbers propose to 
revise their quotations within the near 
future. 


Truckee 





Dealers Buying Heavily in Chicago Market 


Screen Doors.—No. 266, 2-8 x 6-8, 
$22.80 doz.; No. 296, 2-8 x 6-8, $27 
doz.: No. 311, 2-8 x6-8, $32.10 doz. 

Window Screens.—No. 1833, $4.94 
doz.; No. 2433, $6 doz. 


‘SOLDER AND BABBITT METAL.— 


“The demand continues good. Prices 
are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 


solder, $42 per 100 lb.; medium, 45-55 
solder, $41 per 100 Ib.; tinners’, 40-60 
solder, $40 per 100 lb.; high speed 
babbitt metal, $20 per 100 lb.; stand- 
ard No. 4 babbitt metal, $14 per 100 
lb. 


~STEEL SHEETS.—Prices for the sec- 
ond quarter are advanced $2 per ton. 
- Sales show an improvement. 


We 
f.o.b. 


quote from jobbers’ stocks, 
Chicago: 28-gauge galvanized 





(Continued from page 76) 


sheets, $5.50 per 100 lb.; 28-gauge 
black sheets, $4.50 per 100 Ib. 


WIRE GOODS.—Plain wire, barb wire 
and staples have been advanced $2 per 
ton by the manufacturers. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.15 per 100 lb.; No. 9 
nized plain wire, $3.60 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.95 per 100 lb.; 80-rod 
spool galvanized hog wire, $3.43 per 
spool. Polished fence staples, $3.70 
per 100 lb.; 12-mesh black wire cloth, 
$1.90 per 100 sq. ft.; 12-mesh gal- 
vanized wire cloth, $2.20 per 100 sq. 
ft.: 14-mesh bronze wire cloth, $6.25 
per 100 sq. ft.; galvanized poultry 
netting, 55-5 pe" cent discount; gal- 
vanized after poultry netting, 50-5 
per cent discount. 


WHEELBARROWS.—Sales are open- 
ing up well. Prices are unchanged. 








We quote from _ jobbers’ stocks, 
f.o.b. Chicago: Common wood bar- 
rows, $3.50 each: common steel tray 
barrows, $5.50 each; steel leg garden 
barrows, $6 each. 


WRENCHES.—Sales are satisfactory. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent discount; Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 25 per cent discount; Still- 
son, 65-10 per cent discount; Trimo, 


65-5 per cent discount. 

Snap-On Wrenches. — Radio and 
electrical sets, $4; No. 101 Master 
Service set, $15.25; No. 202 Heavy 


set, $8.80; No. 303 Ford Master Ser- 
vice set, $14.85: No. 404 Universal 
Socket set, $8.75; No. 505-B Screw 
Driver set, $3.40: No. 900 Square 
Socket _ set, $3.70. All Snap-on 
wrenches less 4¢ per cent. 
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out sells 
- all / 


Plan for a big Capper business, and keep 
in mind the fact that to attract trade you 
must have the most attractive Capper made. 


The Everedy is the very Capper for you! 


—a beautifully nickeled Capper that works 
like magic, and sells whenever shown. Its 
low price is a further consideration. 








Every home wants its own Capper these 
days. The cool bedtime drink is an 
American institution—the home-bottled 
beverage is growing in favor every day. 


The price for these finely finished Everedy 
Cappers is no greater than that asked for 
crude-looking affairs. Display an Everedy 
on your counter and see ’em sell. Place 
your order for Everedy Cappers now— 
they come packed in half dozens: 


—Everedys with steel base plain, $1.25 retail 
—Everedys with steel base padded, $1.50 retail 
—Everedys with wood base, $1.50 retail 








STOCK THE EVEREDY CO. 
THE Yat oss Frederick, Ma. 
a EVEREDY See 
ee CAPPER 
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Make Uncle Sam Your Partner 


(Continued from page 37) 








this sale at—cents per yard? Do you ever 
recall at any time. during the past year 
where you could get such unquestioned 
material of this famous brand at a price 
anywhere near the one quoted? 

You will find the same thing to hold true 
in every item listed, for this sale is in every 
sense of the word a buying feast spread for 
your enjoyment. 

It will be a pleasure to serve you, either 
in person or through the mails. What items 
do you most need now? 

Compare this letter with the other one 
and what do we find! Fifteen “‘you’s” and 
not a single “we.” Not only the pronoun 
‘you’ appears 15 times, but the entire letter 
carries throughout the “you” attitude from 
the beginning to the end, with the result 
that the reader feels that his own interest 
has been considered and he or she in turn 
becomes interested in your message. 


The Other Letter 


What do we find in that? There are 15 
‘“we's” and 6 “‘you’s” with the result that 
the reader feels that only the writer’s inter- 
est is consumed and the appeal goes into the 
waste basket like the rest of the 85% non- 
productive mail pieces. 
Why, Oh, Why? 


Why do advertisers who under ordinary 
circumstances show good judgment in other 
matters use such poor judgment in allow- 
ing these things to happen? Take another 
example, for instance—the store editorials 
and the Anniversay Celebrations. Here 
the average merchant runs wild. He 
writes, or has them written, to himself. 
We, we, I, I—47 years ago I moved into 
this building. Now look at me! See where 
I am. 

In his editorials he tells what a fine fel- 
low he is. He pats himself on the back, 
when he should be thanking the public for 
what they have done for him. He uses an 
illustration in his ad because he likes it. Of 
course, it doesn’t make any difference 
whether his customers like it or not. 

Fellows, we are on the wrong track. The 
public is interested in what you are going to 
do for them, and not in what you want done 
for yourself. Cut out the “bunk.” Talk to 
them in a language which they understand 
—they love the “‘you”’ stuff, we all do; but 
it isn’t good business to let them know it. 
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Electrical Goods Through the 


Woman’s Eyes 


(Continued from page 48) 
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chandelier age.”” What a chance for dealers to help 
them away from this, toward modern lighting and 
convenient, cozy effects. There are far too few 
“outlets” in the average home, and that’s the first 
point to get women to see. The next point is that 
lighting is a very important part of any decorative 
scheme. After all, a home is a woman’s stage, 
and everybody knows how vastly important an art 
stage lighting has become. Get a woman inter- 
ested in what variety of effects are possible and 
what decorative help there is in modern lighting 
fixtures, and you’ll sell her a lot more goods. 

Soon the summer season will be here, and then 
I hope dealers will interest housewives in greater 
number in the possession of some electric fans for 
home use. It has always seemed odd to me that 
men who work in offices during the day and 
wouldn’t dream of being without electric fans there, 
never seem to think of having one at home. In 
most cities offices are in high buildings, well ven- 
tilated, while homes are not so well ventilated. 
Why not do some educational work in this direction? 

The field for electric sewing machines is cer- 
tainly not yet scratched. Even though a large pro- 
portion of the clothes for my family are bought 
ready-made, I nevertheless prize my electric sewing 
machine, and get things done on it very quickly. 
Why not put a girl in a window sewing with one 
of these machines? 





Courtesy in Berkeley 


ARLY this year we were standing in the hard- 
HK ware store of A. E. Melvin, 2307 Shattuck 

Avenue, Berkeley, Cal., waiting for him to 
finish serving some customers. An elderly woman, 
when it came her turn to be waited on, bought a 
small sink shovel for about 15 cents. She had several 
packages, and when Melvin started to wrap the small 
purchase that she had made in his store he stopped 
and asked her to allow him to wrap all of her pack- 
ages together, so it would be more convenient for her 
to carry them. Thanking him, she said: 

“That’s very kind of you, but I think I can 
manage.” 

“It’s no trouble at all to me, and I’d like to wrap 
them for you,” he insisted. 

So she gave them to him, and while he was wrap- 
ping the packages, her arms being free of bundles, 
she began to look around the store a little and to 
examine some of the odds and ends of household or 
kitchen essentials. 

In a few minutes she had discovered something 
that she wanted, but which, she said, she had con- 
sistently forgotten every time she went shopping. 
And so she bought it, and the article was wrapped 
with the others in one neat bundle. 

All of this is, of course, a small incident, but it is 
truly another example of the familiar motto—“Cour- 
tesy Pays.” 





HARDWARE AGE 








~ ARCADE 


COFFEE MILLS 























modern kitchen is supplied with up-to-date equipment and 

chief among these is the coffee mill. The coffee mill has 
come back to its place in the home kitchen and the reason is that 
countless housewives are grinding their own coffee. They are 
learning that ‘‘the fresher the grind, the better the coffee.’’ 
Make the morning meal a pleasure instead of a task and send 
him away to his work with a smile and a good cup of coffee. 


W ricer woman does not take pride in her kitchen? The 








a> 
NO. 4. CRYSTAL 


NO. 3 CRYSTAL 


"Tito two models of the Arcade Crystal Coffee Mill as shown 
above are the result of 50 years experience in the manu- 
facturing of coffee mills and the producing of real profits and 
customers to dealers everywhere. Finished in either of three 
enamels—black, blue and white—it is a mill that any house wife 
would be proud to possess. A turn of the handle—ground coffee; 
coarse or pulverized as desired. A beautiful standard supporting 
two mills can be supplied free of charge for displaying Arcade 
Crystal Coffee Mills, the only ones nationally advertised. 


ARCADE MANUFACTURING CO. 
Freeport, Ill. 


ARCADE 


HARDWARE 
and TOYS 








81 

















HARDWARE AGE February 26, 1925 





















7 





ROOKINS Meas- 

ures save time for 
the service man and save 
time for his customers. 
They help every garage 
and filling station ser- 
vice more cars and sell 
more oil. 


The flexible metal hose 
easily reaches any oil 
intake. The  thumb- 
valve controls the flow. 
The special lip prevents 
spilling. In no time at 
all the measure is drained and 
the customer is cn his way—sat- 
isfied with the quick, clean ser- 
Brookins | Steel Price vice and pleased with the knowl- 


show price per gallon edge that he got the kind and 
and ee - d foil h F 

any quantity up to 

twenty gallons. Changed © 12G€ OF O1l he wanted. 

instantly. 





With the Brookins Measure no 
funnel is needed. Not a min- 
ute’s time is lost and not a drop 
of oil is wasted. And the 
Brookins helps to hold the con- 
fidence of customers. They can 
see the oil they’re getting as it 
comes from a properly marked 
oil pump. 





Made in one, two, four and five 
Br ooking Emergency (QUart Sizes. 


Gas Can is made in 
two and “(five gallon 


metai howe that eim- ‘The Brookins Mfg. Co. 


inates need of funnel. 


Can’t epill or splash. 342 Xenia Ave. Dayton, Ohio 


* 


SERVICE STATION EQUIPMENT 
EE 


Brookins’ Measures Are Service Station Treasures 











What They Want 





























Meeting Outside Competition 


(Continued from page 41) 





It is a great pleasure to handle only the very 
best of everything, but it must take the edge off 
from that pleasure a little to see so much trade 
going elsewhere. Broaden your appeal so it will 
include all classes of trade instead of just the trade 
of the people with the most money. You might 
build up a good business in a large city while 
catering exclusively to the moneyed class, but in the 
average town a big hardware business is to be 
secured only by catering to the whole local public, 
to those with little money as well as to those with 
much. A woman may realize the difference between 
the $5 teakettle you offer and the $2.98 article 
offered as a special by the grocer, and yet have 
to buy the cheaper one. And you might, if you 
had it, make as much money in proportion to the 
investment on the $.98 grade as on the $5 one and 
retain a customer. 

You are in a better position to give hardware 
goods adequate display and intelligent selling than 
stores outside of the hardware field. You know the 
goods and you are a specialist in those goods. Can 
the variety store hope to make a display of enamel 
ware to compare with what you can do. Suppose 
you were to have an “Enamel Ware Week,” making 
it an annual affair, showing enamel ware of all 
grades all through your store, offering a few 
specials at attractive prices. Couldn’t you adver- 
tise it so as to bring scores, perhaps hundreds of 
people to your store, and you could sell more enamel 
ware in a week than ordinarily you might sell in 
three months. That would clean up a lot of trade 
that otherwise would have gone to outside com- 
petitors. 

By featuring some line of a sort that appeals to 
women, giving it a week of intensive boosting, you 
could bring into your store many people who do not 
ordinarily come there at all. Many of them will 
come back and some will become regular customers 
if you treat them well. 

There was a time a good while ago when a 
woman, if she wanted a paper of tacks, went to a 
hardware store for it. Now she often gets it some- 
where else. If a man other than a carpenter wants 
a few nails or screws, he may come to the hard- 
ware store, but he is quite as likely to drop into 
a 5 and 10 and get an assorted packet of them. 
Such sales may be individually insignificant. You 
don’t like to bother to weigh out 5 cents worth of 
nails, but isn’t it important to think a little farther? 
It is worth while to do these little things cheer- 
fully because they may bring in people who can be 
sold other items and who will come back for more 
important purchases. It’s a good rainy day job 
for one vf the boys, putting up 10 cent packets of 
nails or screws which can then be handled quickly 
with profit of 5 cents or more on a 10 cent deal. 

If people are buying more and more of their 
hardware goods outside of the hardware stores, 
other stores are going to seek for more and more 
of that trade, adding other lines you sell and cutting 
farther into your trade. Only real effort on your 
part will counteract that inclination. 

The garage or the automobile accessory store 
diverts some of your tool trade. The general store 
puts in a rack and displays axes and hatchets. The 
25-cent or the “Dollar limit” store offers hammers, 
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screwdrivers, files, wrenches, pliers and other 
things. The trained carpenter will continue to buy 
tools from the hardware store, but the aggressive e 

store of some other kind will lure away those who A N L Y 

buy tools for occasional domestic use. You ought cw ine ou 
to be sending advertising matter to the men of the € p fj bl . 1] 
community, reminding them that your store is head- an ro ita y e 
quarters for tools. Get a copy of the mail order 
catalog and see what it is offering your farmers 
in the way of tools and other hardware goods. 

By the use of manufacturers’ advertising helps 
the hardware dealer makes people think of his store 
as the one referred to in the magazine or farm 
paper advertisement which says, “For sale by your 
dealer.” The hardware merchant ought to cash in 
on that advertising and not stand back and give 
some other kind of store the first chance to capi- 
talize it. 

The hardware merchant is just as good a busi- 
ness man as any of his fellow merchants in any 
lines. There is no reason why he should not be 
able to hold the trade that in a sense belongs to 
him. First, let him find out what all of his com- 
petitors are doing, and I refer particularly to those 
competitors who are not ranged alongside him in 


the hardware field. Then let him see that he has 
a line to meet the prices of the lines they handle, - 
displaying the goods as well as they do and pricing 


them as attractively, backing this up with good 
Warranted 








advertising. The result is bound to be success in 
holding the trade to which he feels that he is en- 
titled. 

Business is secured by going after it, and whether 
or not you go after the other fellow’s business, 
you may be sure he will go after yours—and doubt- 


zou maybe stra PITCHING 


nese —— a SHOES 


FUTOGRDEURTERCCATRROTEEORETORD TEE eetaee 


several months previously, and that he had never 
had any trouble with them, was still using them in 











fact, and so we all went over to the traveling sales- | ERE, are Pitching Shoes de- 
man’s car and inspected his tires. ; , 
And then right before our eyes, although I can’t signed to sult experts at a 
in any degree explain how it was done, and have ° 
never been able to find out satisfactorily, Mr. Hayes price every amateur can afford. 
had sold the man who had entered the store with This means a big market for you 
him a set of four tires... . . : 
Well, we went back into the store, and the man —ready sales, big profits! Marion 
who had bought the tires purchased what he had Pitching Shoes are designed right 
originally intended to buy when he originally ; k , 
started to enter the store, and in a few minutes he priced right and made right. 


had left, and so had the salesman, and then we had 
an opportunity to explain the purpose of our visit. 
We learned then that Hayes & Murray sell tires 
on a large scale, which runs into several figures, al- . ? 
though for personal reasons, Mr. Hayes requested Write today for special 
us not to mention the amount. folder No. 56. 
“How do you account for your success with 
tires?” we asked him. 
“IT use them myself and know what they will do. : 
I give my personal guarantee with them, and I make Marion Tool Works, Inc. 
it a point to see that we always have a good stock 
but one which we can turn over. 


Marked and packed in pairs. 


Marion, Indiana 


Mr. Hayes is a great believer in the personal Manufacturers of the famous CRECOITE Line of 
equation. He had unknowingly given us a demon- Tools—Camp Axes, Roys' Arcs, Men's Axes. Hammers. 
stration of his method of selling. He sells tires to Hatchets. 


friends and neighbors, and assures himself that 
they are satisfied. 
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Tents and Tarpaulins 


For Every Purpose for the 


ROAD BUILDER 
CONSTRUCTION ENGINEER 

INDUSTRIAL CONTRACTOR 

WALL TENTS, TARPAULINS, STABLE 

TENTS, MULE FLYS, ALSO AWNINGS FOR 

STORES OR RESIDENCES AND CANVAS 

SPECIALTIES. 

Made to suit your own specification from the best 

materials. Every job guaranteed or your money back. 


ATLANTA TENT & AWNING COMPANY 
East Point, Ga. 














Sell More 








feller Shelving in Payne-Cummings Hardware Oo., North Adams, Mase. 


of the merchandise that is often needed, seldom 
asked for but easily sold when seen on Heller 
Cabinets. 

Let us show you how to increase your sales 
without increasing your stock. 


Write for Reference Book No. 26-A TODAY. 


W. C. HELLER & CO. 


Eastern Display Room: 
20 Vesey St. 
New York City 


Main Office and Factory: 


700 Wabash Ave. 
Montpelier, Ohio 

















February 26, 1925 


Digressions 


(Continued from page 54) 
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while the fishing’s good.” 

They sold their goods, not to the largest buyers 
of the country, but to the medium-sized buyers, also 
direct to the retail trade. They received a good 
price for their product. 

“Now,” they said, “why not work our factory 24 
hours a day? Why not have a night shift as well 
as a day force? We will only pay one rent and 
working at night will not increase our overhead very 
much. The only direct charges will be light, heat, 
steam and labor. Then we will put out some special 
salesmen and increase our sales by selling the large 
buyers at a lower price.” 

They did all these things. They started on Janu- 
ary 1, 1924, running their factory night and day. 
On July 1, 1924, they took an inventory, and they 
were astounded to find they had lost $120,000. They 
called in public accountants, checked up their busi- 
ness and gathered some interesting facts, to wit: 

The special salesmen visiting the large trade, mak- 
ing long jumps, stopping at the highest priced hotels, 
were very expensive. Calling on jobbers only, they 
could only be employed at very large flat salaries. 
The cost of selling the extra output was surprisingly 
large. 

The figures demonstrated that instead of doubling 
the capacity of their factory when they worked 
double time, the capacity only increased 160 per cent. ° 
In other words, the night force, for some reason, 
only produced, in the same number of hours, 60 per 
cent as much as the day force. 

The large increase in their business made them 
buy in larger quantities. They had to borrow money. 
The turnover of inventory was less. Interest rates 
were an additional burden. 

Then they studied the cuts they made in prices 
and they found that all the money they had made 
on their smaller trade had been absorbed in the cut 
prices made to their large buyers. 

These two gentlemen immediately dropped the 
new policy. They went back to their old methods. 
They stopped cutting prices. 

In the last six months of 1924 they earned $129,- 
000, so, on the entire year, having lost $120,000 in 
the first six months, they came out just $9,000 ahead. 
They figured out that this little exveriment in in- 
creasing production and cutting prices had cost them 
just about $200,000. | 

Now these two stories are absolutely accurate. 
They are taken from the experiences of two different 
concerns in two entirely different lines of business. 

The moral, of course, of both these stories is that 
before cutting prices with the idea of largely in- 
creasing sales, all the factors bearing on the situa- 
tion should be carefully considered. This hardware 
jobber informed me that his own business was in 
quite a prosperous condition, but that if anybody 
came to him with the suggestion that they largely 
increase their volume by cutting prices, he thought 
he would be liable to do something to that individual 
that would not be far short of homicide! 
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The Care of Lawn Mowers | | 


(Continued from page 64) | 








as they act against each other and tend to prevent W, 
———s oe alia a HEN a hardware man comes 

ere is unquestionably a knack in making knife : ‘ | 
adjustment which can only be acquired through into The Mechanics & Metals | 
practice and an exercise of patience. The most that National Bank of New York he 
the salesman can hope to do is to point out the <= ot heme. Here he meets 
fundamentals as indicated above. Some people, will pis 
be more adept than others in acquiring the neces- friends who know how he does 
sary ability, but the foregoing rules should help. business, who know what he 


Every blade of grass contains sap, just as is the 
case with the pac of a tree. This sap is sticky wants and who know how to 
and when the grass is cut it coats the blades, caus- provide for those wants. 
ing bits of grass and dirt to stick fast. By the 
time the mower is next brought into use, this for- 








eign matter has dried on solid. Then the mower Let us demonstrate our knowledge of your 
pushes hard and appears to be too heavily adjusted. business the next time you come to the city, 
The way to avoid this is to wipe off the stationary or write us and permit us to visit you, 


knife with a greasy rag after using, giving the 
cylinder a vigorous spin so that the oil will also be 
distributed over the revolving blades. This simple 
task keeps the knife and blades clean; it also pre- THE 
vents them from rusting. Your patrons wiil be 


glad to have this bit of useful information. | MECHANICS ) & META LS 


When oiling the lawn mower, use good mineral 
oil just as you do for your automobile. Squirt a N ATION AL B ANK 
little in all of the oil holes and don’t overlook such | 
places as the pins in the ends of the wood roller. OF THE CITY OF NEW YORK | 
In oiling the ball bearings, it is an excellent plan : 
to squirt a little directly into each bearing from Deposits June 30, 1924, $288,000,000 | 
the inner side in addition to filling the oil holes. 

The ball bearings used in lawn mowers are usually 
of the cup and cone type. That is, the outer race, 
or cup, and the inner race, or cone are separate 
units instead of the bearing being a single assembly. 
The cup and cone principle facilitates adjustment 
to compensate for wear. When the bearing adjust- 
ment is automatic, the owner of the mower need 
not concern himself with the bearings except to oil 
them. On the other hand, if a means of adjusting 
the ball bearings is provided, the salesman will do 
well to caution his customers to make the adjust- 
ment carefully. It is quite a delicate task properly 
to adjust a ball bearing. In the first place, it is 
essential that play be taken up as rapidly as it 
develops. On the other hand, it is an easy matter 
to adjust the bearings so tightly that they are sub- 
jected to serious initial overload. This is a good 
point to remember. Furthermore, if the bearings 


SAAS . SSS S 
are not maintained in correct adjustment, the wiper A ¢ 7 : Bi d Th t 
cylinder will suffer proportionate disalignment, with ata og inaer 3. 


results that are too obvious to require mentioning. Helps Your Salesman 


The lawn mower’s proverbial home is in the 
cellar. If the cellar is thoroughly dry, all well and 
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hovagye ; ; ' No Salesman likes to hold a prospect in 
good. If it is damp, it will certainly not improve suspense while trying to locate Se io. 
ae conmtoen <6 the meewer. ‘The —_ seiplons-obi When a catalog is up to date he loses no 
cellent place to store the lawn mower in the winter, pe cesta es Pa Aly oii dhe eeamthin 
and it should at all times be kept where it is dry. The Proudfit “JB” binder will expedite 
At first thought, it seems ridiculous to speak about your sales because it can be kept up to date 
such an evident matter to the customer, but it is %0 easily 
an actual fact that a man who would not-think of | st ahs 
such a thing as putting a wet jack knife away with- sa — qed macs 
out first carefully wiping off the blade, would not ee eee ae 
hesitate to bring his lawn mower in after using PROUDFIT LOOSE LEAF CO. 
it in the wet grass and unceremoniously thrust it 19 Logan St. Grand Rapids, Mich. 


aside for a week. 

















86 HARDWARE AGE 


February 26, 1925 








J. W. Valentine New President 
of Mountain States A’ssn 


Large Attendance at 23rd Annual Convention of the Mountain States 
Hardware and Implement Ass’n, Held in Denver, Jan. 27-29 


officers were features of the Twenty-third An- 
nual Convention of the Mountain States Hard- 
ware & Implement Association, held at Denver, Col., 
Jan. 27 to 29. 
The following officers were elected for the ensuing 
year: 
President, J. W. Valentine, Boulder, Colo.; Vice- 


. DISCUSSION of trade topics and the election of 





J. W. Valentine, new president 


President, George O. Roberts, Clovis, N. M.; Vice- 
President, Roy Perrine, Douglas, Wyo.; Vice-presi- 
dent, Ned R. Brown, Burlington, Colo.; Secretary- 
Treasurer, W. W. McAllister, Boulder, Colo. 

Advisory Board: J. A. Ferguson, Loveland, Colo.; 


L. B. Wallace, Monte Vista, Colo.; Robert L. Patter- 
son, Fort Morgan, Colo. 

Board of Directors: J. W. Valentine, Boulder, 
Colo.; J. A. Ferguson, Loveland, Colo.; S. T. Burk- 
hard, Trinidad, Colo.; Roy Perrine, Douglas Wyo.; 
E. T. Bartley, Cheyenne, Wyo.; George O. Roberts, 
Clovis, N. M.; Cliff McVey, Las Animas, Colo. 

About three hundred dealers outside of Denver at- 
tended. The banquet, held in the new tea room of the 
Denver Dry Goods Co., was a very enjoyable affair. 
There were about nine hundred plates. Following the 
banquet the convention adjourned to the Broadway 
Theater, the entire house being purchased by the 
H. I. P. Club. The attraction was “The Girl in Ging- 
ham,” which proved enjoyable. 

All of the addresses at the sessions were well re- 
ceived. Elmore Peterson of the University of Colo- 
rado spoke on the “Problems of the Retail Dealer,” 
and also led in discussion which followed. 

On Wednesday forenoon, Jan. 28, an address was 
delivered by Rivers Peterson on “Problems of the 
Day.” 

The address by John Malm, ‘Keep Your City Beau- 
tiful, Paint Up and Clean Up,” was instructive as well 
as entertaining. 

Stanley W. Bartlett brought out many points of in- 
terest to those handling radio supplies in his address, 
“The Possibilities of Radio with the Hardware 
Dealer.” 

Two addresses were given in the forenoon of the 
29th, one by Thomas Witten, Trenton, Mo., and the 
other by DeRoy Danielson of St. Francis, Kan. Both 
of these being along the implement lines. 








To Complete Tax Revision Program 
Before January 


(Washington office of HARDWARE AGE) 
HIS being an off-year so far as 
elections are concerned, the ma- 
jority leaders are very anxious to 

complete their program of tax revision 
before Jan. 1 next if possible in order 
that the country may be fully ac- 
quainted with the effect of the new 
legislation before the 1926 Congression- 


al elections. The majority leaders in 
Congress have found that disaster at 
the polls is apt to follow the enactment 
of tax legislation immediately before 
the Ides of November. 

September is not a pleasant month 
in Washington, corresponding to Au- 
gust in northern latitudes; hence there 
is a general indisposition to have Con- 


gress brought together before Oct. 1. 
President Coolidge is not a particularly 
easy taskmaster, however, and is likely 
to summon Congress without much re- 
gard to the personal comfort of mem- 
bers and Senators, who may have to 
rely upon their Palm Beach clothes ard 
lemonade to keep themselves cool while 
talking tax reduction. 
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An Unusual Value with Unlimited Opportunities 
CANTON FLANNEL 
LEATHER PALM MITTS 


Hardware Jobbers and Dealers can double and triple 
their sales by featuring a real full-palm mitt at a 
price that is far below that of any other similar 
quality gloves. 


No greater value could possibly be offered for gen- 
uine, all around satisfaction. They are sales stim- 
ulators and can be handled throughout the year with 
ever-increasing opportunities, and without conflict- 
ing with goods you are carrying. 


The demand exists in every locality from private 
individuals to the requirements of large industries. 


Finest grade horse- This is your business and Canton Mitts will hel 
hid it-! Im. : ror 
tanta cultivate a steady profitable trade. 











“Show ’em and they’re sold” 


Heavyweight Canton JOBBE R S . 


flannel back and gaunt- 
let. Fleece lined. 

















Let us send you a few samples. See for yourself what a 
wonderful proposition we have for endian what you can 
do with “Cantons.” 


— The wholesale price of $1.40 per dozen pair is far below the 
cost of similar quality gloves. Write for particulars. 


runtiysitea «=60Co DAL) ANSTO CORPORATION 
ga 55-61 Hudson St., | New York, N. Y. 
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Here is Your Catalog 


Send for it. Send for the biggest and finest Child- oe 
rens’ Vehicle catalog we have ever issued. It illus- Fs 
trates and describes the entire ‘‘Pioneer Line’. Many 

pictures in full color. The demand for this deluxe 
book is already heavy. Send your request at once. 
Mailed free. 


DOLL CARRIAGE CATALOG also ready for distribu- 
tion. Illustrates and describes finest and most complete 
line of Doll Carriages on the market. This catalog free, 
too. 


THE GENDRON WHEEL CO. TOLEDO, OHIO, U. S .A. 


oe 
“Pioneer Line” 


Childrens’ Vehicles 
















Oph 





Sent Free 
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= | Universal 
) Hose Clamps 








Coe se ele ee a eat e« 


A name that 
means “Security” 


r* ei elele'e'sisisie#« 


(*wlelseitgielei@¢ «le 


When you buy Universal s #lelelelei siete 
Hose Clamps you get good 
material, substantially made 
into a product that is a ‘isl eleleleie 
quality product in every re- 10} 616) 
spect. You are secured ? 

against dissatisfaction. 


ee Besides, every Universal 
Clamp has its’ patented 
“bead” that makes a leak 
impossible. In addition, the 
“Scores between Holes” pro- 
vide for a quick, clean break- 
off. These are exclusive Uni- 
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, versal features. No other 
Py clamp can claim or use them. 
pe One size—l to 3 inches—is cena tee + +) SRUEIIE 


adjustable to fit any size hose. 
Junior Clamp, % to 1% 


inches, for occasional needs Fw ag gay 
of small hose. March 1, 1921 





Specify Universals and be sure you get the genuine. The name is on 
The largest factory in the world devoted to the every clamp and every box. 


manufacture of Tubular and Clinch Rivets UNIVERSAL INDUSTRIAL CORPORATION 
HACKENSACK NEW JERSEY 


HOSE 


Approved! CLAMP 
by the keenest buying Adjustable to Ltt aruy Lose of any stz 


brains in the country 


Makers of Every 
BNR ind of Sor, 
Through unity of effort, large Nut and Bolt. 














scale production, the elimina- The Corbin Screw Corporation 
— alt omete by he wee of The American Hardware Congunatin, Saegnaper 

: 229 High Strect New Britain, Conn, 
efficient machines, the hearty Western Factory: Dayton, Ohio 








cooperation _of satisfied em- 

ployees and specialization, the 

Tubular Rivet and Stud Com- : 
REQUIRES 

pany has for 50 years manufac- ONLY bn _gugee—qqememee gems SAMPLE 

tured rivets that are the recog- 

nized standard in their field. 








R Speed Up the Wheels 


O 


KAHIT TTTTTt | of Industry 


Write to your jobber today for any 


Coast Representative: J. T. McDevitt, Postal Tel. Bidg. 
San Francisco, Calif. 7 P ° 
of the merchandise advertised in 


TUBULAR RIVET & STUD these pages. Don’t wait for the 
COMPANY jobber’s salesman. You may forget. 
BOSTON 
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CLINTON 


GALVEX Screen 
Wire Cloth 


Pure zinc properly ap- 
plied gives the best protec- 
tion to steel wire. Applied 
after wire cloth has been 
woven, it forms a protec- 
tive coating to all the 
fabric, interlocking every 
intersection and making the 
cloth, in fact, a composite. 


Experience has shown 
that Galvex Screen Cloth 
with its heavy coating of 
zinc, scientifically applied, 
will long resist the destruc- 
tive effects of exposure to 
weather. 


The wire in this cloth is 
drawn from rods made in 
our own steel mill, insuring 
the correct analysis of steel 
for fine weaving wire and 
correct annealing and draw- 
ing to size in our own mills. 
This insures not only a 
uniform grade, but a pre- 
cise grade, a cloth which 
we as manufacturers can 
stand behind and guaran- 
tee. 


Galvex is a cloth of en- 
durance. The rich gray 
color of surpassing beauty 
which appears in the fin- 
ished product lasts well 
under any climatic condi- 
tion. 


Full rolls 100 lineal feet. 
Widths by two inch steps, 
18 to 48 inches. Meshes. 
12, 14, 16 and 18. 


? ~AWIT . ‘ 
; SS ig POLE REO i 
Te aaa 


American Wire 
Fabrics Corporation 
Subsidiary of 
Wickwire Spencer 
Steel Corporation 


General Offices 
41 East Forty-second Street 


New York 


Western Sales Office 
208 South LaSalle Street, Chicago 


Worcester Buffalo Philadelphia 
Cleveland Detroit San Francisco 
Los Angeles Seattle 
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Safety First / 


Extension Ladders 
Single Ladders 
Step Ladders 
Fruit Ladders 
Painters Ladders 
Trestles, Staging 


Everything in 
Ladder Line 


SEND FOR BOOKLET 
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WHS CHA PROVVETS £9 


Nodelt. Chains 
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The Miracle of 
The Magic Keg 


The coil chain sold from this keg is 
always bright and clean even to the 
last few feet. 


|] It never becomes tangled or kinked. 


[] The end is always ready to grasp. A 
patented device keeps the end from 
falling back into the keg when lengths 
are cut off. 


|] It is convenient and takes less space 
than old methods. 


[| These are a few of the miracles that 
come to you if you handle chain by 
our “Stop Waste Keg’ method. It 
costs no more and sells faster. 


[]Send for our “Stop Waste Keg”’ 
folder. 


Established in 1886 
CLEVELAND, OHIO 
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“Arawana” Hammocks 


VEN prosaic hammocks are susceptible 
Ek to radical and outstanding improvement 

—if thought is devoted to their design. 
Thought has been applied to ‘“Arawana” 
Hammocks, consequently they are far supe- 
rior to the common run. 


These superiorities make them more easily 
sold and more thoroughly appreciated in 
service. Your Jobber’s salesman will explain 
them when you ask for ““Arawana’’ Ham- 
mocks. 


The I. E. Palmer Company 


Middletown, Connecticut 
NEW YORK OFFICE 
334 4th Ave. Corner 25th Street 


























DATON POULTRY SUPPLIES 
Popular and Profitable 


: a | Daton founts and feed- 
if ‘ it ers sell on sight. Abso- 
ii. lutely will not overflow. 
: The screw cap—electri- 
cally welded to steel pan 
—fits any size mason 
jar. 

Daton double feeding 
troughs are also a tre- 
Blue Enamel No. 1001 mendous —" No 
Galvanized No. 1002 joints — two sides en- 
tirely separate. Can be 
used for food and water 
or two kinds of food. 
Lid slides or snaps on. 
These items mean quick 
sales and easy profits. 








If your jobber 
cannot supply 


direct. 


Galvanized No. 1020 
Galvanized No. 1025 


THE DAYTON TOY & SPECIALTY CO. 
1114 Bolander Ave., Dayton, Ohio 
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04 Vhe Most Used Wrench in the World 


Without question during the past eighty-four years 
more Coes Knife-Handle Screw Wrenches have been 
brought into use and used more often than any other 
wrench. 








Homes, stores, warehouses, shops, garages, offices, 
theatres, hospitals, schools—wherever a dependable 
wrench is needed for General Use—you will find the COES 


ready for any emergency. 


How’s your stock? Your Jobber carries the COES. 


COES WRENCH COMPANY 


“In business since 1841” 
Worcester Mass. 


SELLING AGENTS 





i, SE vv cic weecewessees 29 Murray Street, New York 
John H. Graham & Co............... 113 Chambers Street, New York 
PPR ET TEC TUT TT CT Cer 8 Rue de Rocroy, Paris, France 





GRIFFIN—- 





the hinge that i is unt- 
form in. size, beauti- 
ful in appearance, 
lasting in finish, life- 
long in service —the 
product of one of the 
largest wrought steel 
hardware manufac- 
turers in the world. 


waetrovtt 
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“Perfeer 


QUINN ALAC MNLLLLULL LULU TT 


The Customer with a Hobby 


He usually has one little plot, carefully cultivated, grow- 
ing every sort of a vegetable that’s sold by the package. 
a few garden imple- 





Perhaps a set of tools—good tools 
ments and a deep-seated faith in his hobby—/is home. : A, 
. | NIKOLITE | 
oo . . P ] . : . . li ] . i | . . F i; L 
He isn't so hard to please-—just a little economizing, doing dg 
his own repairs during the week-end and depending on his gee CLL Fin 
home-town dealer for supplies—and advice. sats 


If you pass his home sometime this Spring look over his 
rescreening job. “Perfect” was a good selection. You will 
be glad you recommended it. 


Your Jobber stocks ‘ Perfect.” 


(MMUNNNLNOUUEAHOTIOATOLUTULOLAUA HLT 


LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 
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Rivets, Roofing Nails, 


Scratch Brush Wire, 
and Pipe Couplings. 


THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
Dan M. Bell, Dallas, New Orleans 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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SCHROETER’ age i 
Schroeter’s 
Specialty Catalog For Delivery Later 
810-812-814. WASHINGTON AVE. SLLOUIS Price List 





No. 10 Grater No. 1500 Grater 


“HOME” CHERRY STONER No. 150 


Removes the Stone and Will Not Crush the Cherry Xs 


‘seen 
+0 09%, 


mt 





‘No. 10—Electric Motor ies 
SCROLL-SAW 

















SCHROETER BROS. HARDWARE CO. -_ St. Louis, U. S. A. Write for Complete 
(Patentees and Manufacturers) Supplies, Patterns and 


croll-Saw Wood 























Now Obtainable in The Highest Quality White Enamel 


We have just issued a New Booklet which illustrates and describes 
a number of the popular INGC Bathroom Fixtures finished 


in the highest quality white enamel. 





The body of these fixtures being of Solid Brass insures a life time 
of service. These much sought , 


INGCO Batu Room FixturEs 


No. 03350 White Finish harmonize perfectly with modern bathrooms that are finished in 
white wood enamel trim or white tile. 











The same fixtures and designs may also be had in extra heavy 
nickel plate. Brass screws finished to match are always included. 


Your Jobber will be glad to supply you. Send for Booklet, Cata- 
log and Prices on the White Line. 


AMERICAN RING COMPANY 


Waterbury, Conn., U. S. A. 


Branch Offices: Boston-—170 Summer St. New York—2 Hudson St. 
San Francisco--116 New Montgomery St. Chicago—29 E, 
Madison St. 








No. 03246 White Finish 


























© and Copper 
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Bron 

FLY SCREEN CLOTH 
Perfectly Woven, Most Durable 


eer Write for Prices 
ROPIE, 














Genuine Armstrong 


S z. A R Stocks and Dies 


One Million Square Feet in Stock. 
SPAR GO ‘WIRE CO. 
HACK Sy AW Are always in working order. They rep- 
resent the utmost simplicity and effici- 


: ency in operation. 
The Hardware Dealer will wae pel ges = 
again look to the “Stars” for | 


the standard of quality in hack- All genuine Armstrong stocks and dies 
_ saw blades for 1925. bear this trade-mark: 









Makers Since 1883 





CLEMSON BROS.., INC. 


Middletown, N. Y. | _ Be Sure You Get the Genuine 
WE HAVE SOMETHING TO TELL YOU 
ABOUT HACK SAWS. WRITE FOR The Armstrong Manufacturing Ce. 
BOOKLET. Bridgeport, Conn. 














Growing demand for 


Ww. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros.,™"g2, Bu! 


Selling Agents 
2 Wiebusch & Hilger, Ltd. 
No. 1111—6 inches Wide Heel Cut Back New York 
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178B Bicycle 10” of alk 
Rolis Ball Bearing Me-@eyar & 66 99 } 
ci Se ANCHOR BRAND 
Warranted for 3 sam ; 
for family fy 
st th CLOTHES WRINGERS = 
ony 
Have been true friends to housewives for over a 
generation. 
The satisfaction they give makes more sales and wins TRIE 
more friends. 
Stock ANCHOR BRAND WRINGERS and profit by 
this friendship. / 
Best on Earth. Every One Warranted. L.M.CO. 
° ERIE. PA. 
Lovell Manutacturing Co. 
ERIE, PA. 
Largest Manufacturers of Clothes Wringers in the World. 
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Just off the press. The 












































latest edition of our 
— catalog. Send ] 
or it. Fs Y 
Bll ESTABLISHE - 1863) 
(0) 
WLLL Ms | 
| 
— | Manufacturers of . 
BOLTS NUTS | WASHERS 
There is a Kimball Elevator built i pe 
for every requirement. Light dumb ee 
b 1 1ifti IIARROW TEETH, HINGES 
waiters or heavy elevators, lifting manne Ginnie 
upwards of 30,000 pounds, high SINGLETREE TRIMMINGS 
speed passenger elevators, hand- FLOOR HOOKS 
power and electric elevators of all CAR FORGINGS 
i m4 ; “ GENERAL FORGINGS 
re -_ types are built and in ANCHOR SHACKLES, CHAIN LINKS 
stalled DY POLE LINE MATERIAL 
KIMBALL BROS. CO ros enc 
e © BAR STEEL, CONCRETE BAR, ETC. ! 
1117-41 9th St. 15 E. Fayette St. “TYRONE BRAND” ' 
Council Bluffs, lowa Baltimore, Md. | PICKS, MATTOCKS, GRUB HOES 
KANSAS CITY DULUTH CROWBARS, WEDGES 
DETROIT MINNEAPOLIS 
SOUTH BEND DENVER 
ST. LOUIS SALT LAKE 
DES MOINES OKLA. CITY 
NEW ORLEANS FORT SMITH | General Office and Works, Pittsburgh, Pa. 
| | Eastern Office: 50 Church St., New York City 
, Pacific Coast Office: Monadnock Bldg.-San Francisco, Cal. 











Reduce Your Tack Assortment 50% Without Limiting 


> The Practical Range of Sizes 


HOUSFHOLD 6 Cartons of Our Tacks Will Do It 


) EVERY HOUS D PURPOS 
EO OEP LOG i ERE AIMEE 


SSORTME ° ° tee Mie BeanDe. T 
TACK AS wd ed hi TM t N T Put Up in Fancy Display Boxes — — ees "| 


ome a box 
; < oO 


At the Price of Plain Boxes 
Insist on Getting Them From Your Jobber 


THE SUPERIOR TACK AND NAIL CO. 
DERBY, CONN., U. S. A. 
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wens WOOD 
SCREWS 





SPECIAL 
RIVETS 
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(Reg. U. 8. Patent Office) 









Continental (O° ered Mase 














Brainerd | 


Hardware 


A selective and complete line of 
quality trimmings, indispensable to 
the customer who is particular 
about the finishing touches of his 
handiwork. Reduced Size 





Brainerd catches meet every requirement for securely 
holding chests, cabinets, suit cases and tool boxes. They 
are ideal for the professional tradesman as well as the 
“handy man” and radio builders. 


Chest Corners 


Furnished in many styles and 
Siz.s—ornamental and plain. It 
takes only a few minutes time 
to install protective corners and 
No. 480 ’ add to the beauty and sturdi- 
Reduced Size ; 
ness of a cabinet or chest. 





Show this Dead 
Boit Night Latch to 
customers — explain that 
one turn of the key back- 
ward locks the bolt and in- 
side knob so the bolt cannot 
be forced back, or the door 
opened from either inside or 
outside without the key. 

Can also be operated same as an 
ordinary night latch. 


Besides a complete line of Padlocks 
we also make 1000 different patterns 
41 of quality Key Blanks. Send for 
Catalog 6 and Prices. 





Add these reasonably priced ready sellers to your stock 
and enjoy liberal profits. Cultivate customer-confidence 
with BRAINERD. 











seas Write us for descriptive catalog. 
| id INDEPENDENT IOCKCO.AD THE BRAINERD MFG. CO. 
Leominster Mass., U. S. A. EAST ROCHESTER, N. Y. 


Manufacturers of Cylinder Locks, Padlocks, and Key Blanks 



































a7 . 
For you-—-ano rtun WwW 
a es y 7 Ppo ity to increase profits NO f 

‘ ce harvesting tools and machinery are being harvesters, large and small. This field is 

for harvesting 100 on oe yoni wed ee of this business. developed—so ne is selling ice harvesters 
ere’s a big market—farmers, dairymen, the tools they need—why not you, too? . 
to 500 tons of ice. creamery owners, confectioners, ice cream Write for Catalog No. 70 and sheet ‘of at- 
manufacturers, ice dealers—thousands of ice tractive discounts, 
Ne. 318 ot. So tes Plow MAIN OFFICE: 8 HILL ST., HUDSON, NEW YORK 
sWO?7 yA ow ope . - . 
1 No. 422 5-ft. Ice Saw New York: 50 Church St. Chicago: 565 W. Washington St. 
® No. 444 Splitting Forks Boston: 222 State Street Pittsburgh: Peoples Bank Bldg. 
1 No. 457 Calking Bar Plants: Hudson, N. Y., and Oakmont, Pa. 
1 No. 458 Bar Chisel 
1 No. 470 Floor Shaver ' 
1 No. 476 Ring Splitting Chisel Sis) gy 
1 No. 500 Line Marker = = 
i No. 505 Scoop Net 
3 No. 520 4% ft. Ice Hooks NG 
1 No. 520 6 ft. Ice Hoo 
1 No. 520 12 ft. Ice Hook 
1 No. 540 24 in. Boston Tong 
This list may be added to if con- 
ditions demand. 
Send for complete Catalog 
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No. 231, % in. 







No. 232, % tn 
No. 234, 1! In. Special Washer No. 233, 1 In. 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to preven« 
the rubber head from pulling off. Write for full information. 


ELASTIC TIP CO. 370 Atlantic Ave., Boston, Mass. 

















NOW BEFORE 
THE FARMERS 
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C] e Wire Stretcher 
‘ Only successful one man stretcher for 
Sizes stretching plain, twisted, barbed and woven 
AS losses 70 exes wire. Grips tight. Can't slip. One man 


and up ean do it all. If your dealer can’t supply 
you write direct. 


from disease 


“I never lose any of my chickens with white diarrhea 
that are hatched from the.Queen,” wrote Mrs. Bessie 
Taniges, Herrick, Ill. “I have a Queen Incubator that 





has been a since 1907—bought it second-hand six PUT IN A FEW—THE 
years ago and have used it ever since. I would not give 
the Queen for any’ two machines of any other make I FARMERS WANT THEM 
ever used. If you are not all ready to supply this stretcher 
It is a fact—testified to by Queen users all over to’ your trade you should look to your needs at 
America—that chicks properly hatched are half raised. once. Here is the original Townsend stretcher as 
: made and sold for more than 30 years. It is the 
Turn_your attention to the lines in which business is only successful and practical one-man woven wire 
good. We will help you organize an Incubator Depart- stretcher made and is equally as practicable for 
og show you how to make it pay. Ask us how plain, twisted or barbed wires. We are telling 


users about this tool in farm paper advertising 
and you will surely have calls for it. If your job- 


QUEEN INCUB ATOR CO. ber hasn’t it, write us direct. 


, F. J. TOWNSEND 
1124 North 14th St., Lincoln, Nebr. BOX 268 PAINTED POST, N. Y. 




















THE NEWEST 
AND BEST ITEM FOR 
FORDS THAT HAS 
BEEN PUT ON THE 
MARKET IN THE 
LAST FIVE YEARS 





Strong — durable — prac- 
tical; made of the _ best 
steel, top all one piece, de- 
signed on the arch princi- 
ple with reinforcing ridges Hardware dealers are putting on ; ; 
that give them excess this popular Peerless number. If you 1°? wae ee Por y Pr net oe — reinforcing 
strength. _Won't tear or haven't seen it, order a set from —_ iy ti 

rattle. Makes an old Ford ‘your jobber—and go: after spring The CORCORAN MFG. CO. 


look like new. business. . Dept. 9, Norwood, Cincinnati 
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The Latest and 
Best Single Needle 
Control 


No. 91 Fire Pot has no equal for 
intensity of heat, simplicity of opera- 
tion and actual service to the user. 
The improved single needle burner 
burns low test gasoline perfectly and 
is practically free from carbonization. 
Will quickly heat a pair of 12 Ib. 
coppers and melt a pot of metal. Top 
section is removable. Tank is made 
of drawn steel, heavily tinned and 
cannot leak or rust. No. 91 is the 
work. 

Get 


ideal Fire Pot for outdoor 
Jobbers supply at factory prices. 
a catalog. 


CLAYTON & LAMBERT 
MFG. CO. 
10619 Knodell Ave. 
DETROIT, MICH., VU. S. A. 





No. 91 Fire Pot 
Ask for latest price 








Bete 


SAMSON CORDAGE WORKS 
Boston, Mass. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM BRANDS 


Clethes Lines, Masons’ Lines, Shade Cord, Awning Lime, 
Dumb-Waiter Rope, Ete. Send for Catalogue and Samples. 


BRAIDED CORDS and COTTON TWINES 














ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilized either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wren Sets. Dealers: 
Write for catalogue and sales proposition. 


The ALLEN MFG. CO. Hartrorp, Conn: 


















An EXPANSION SHELL 


With a Sure-Dependable Hold 


Superior advantages: 

(1) It gripe at the bottom of the hole by 

(2) ‘ged its jaws in the sides of the 
ole 


(3) 





= 


By Underwriters Laboratory test it 

holds until the bolt or the material, 

into which it is placed breaks. 

(4) When properly set it will not come 
loose. 

(5) Quwickly installed. 

Overcomes these disadvantages: 

(1) It is NOT a friction hold. 

(2) No waste from broken or misfitting 


parts. 
(3) Vibration does NOT affect it. 
Made inp two types for 15 sizes of bolts. 
Practical in any Solid Material. 
A tria] order for testing will soon con- 
vinee you. 


Bamples on request—No charge. Send for Bulletin No. 55. 
THE PAINE COMPANY 
2951 Carroll Ave. 
33 Warren St. 





Chicago, Ill. 
New York City, N. Y. 











|OUEUATEVERDOONNCTODONEERONDNODSENEEHENOOROEENerrONON: a 


sional barbers, as 
well as many home users, 
find complete satisfaction in Koken Razor 
Strops. A profitable line of ready sellers 
listed in our catalog. Write for it. 


Koken Companies, St. Louis, U.S.A. 


’ 


A 





UPERIO 





Hex Mesh 
POULTRY NETTING 


G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 























Metal VY Wowtsntess tis, . \ Contains 
“Style L” a ete 150 
Gouster 10c Packets 
Sell for $15 


Display 


Ott Cost $10 


Profit $ 5 











Moore 
Push-Pins | Push-less Hangers 
“*Glass Heads-Steel Points’’ **The Hanger with the Twist’ 
For “Hanging Up Things” Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction), Phila., Pa. 






400 N. Monticello Ave., Chicago, lil. 











February 26, 1925 HARDWARE AGE 99 


The New “YANKEE” (No.30A) | no. s1a—teavy Pattern 


by the severest possible test, has proven Nos. 130A and 131A 
itself the best Spiral Ratchet with spring in handle. 


Screw Driver yet ainda 
produced. No. 30, 31, 130 and 131 













3 Bits 


with each Driver 


The driving 
nut is one- 
third longer and more 
durable than in our Famous 
Yankee No. 30, of which there are now mil- 
lions giving high class service. ‘‘YANKEE” on tool 
stands for the utmost in Quality, Efficiency and Dur- 
ability. 




















FORSTNER 
Labor Saving 


AUGER BIT 








You Jobber can supply 
NORTH BROS. MFG. CO., Philadelphia, Pa. 
Chicago, New York, Bostos 
Denver, Birmingham, Dallas 
BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman 
CONCRE 
BALE TIES: Old reliable brands 
E WIRE 


North Phila. Sta. 
U. 8. Steel Products Co. 
oo ee he Hot Galv’d Nails 
ED FEN 3 
TELEPHON 


American Steel & Wire 
National, U. S., Banner. American, Royal, Anthony, 


Portland, Seattle 
ANNER (former Reps STEEL POSTS 
Quick Delivery. Write us for selling plans. 
















Bores Any Arc 


CUSHION | of a Circle 
" TIRE 


STORE LADDERS 


Insure perfect shelf service for any line of mer- 
chandise. Deep tread steps, properly spaced, with | 
convenient full length handholds on both sides of | 
ladder permit mounting or descending with ease. 
Both hands free to remove or replace stock without . the place of a chisel, gouge, scroll-saw, or 


danger of falling. Cushioned Tired Trolley and lathe tool combined. For core boxes, fine 


Truck Wheels eliminate noise and prevent ra- and delicafe patterns, veneers, screen work, 
tion. Erection as simple as A, B, il scalloping, fancy scroll twist columns, newels, 


small space. Make top shelves safely ribbon molding and mortising. 


available for stock purposes. On 
style—neat of design—nicely Send for Catalogue. 


poo PS The PROGRESSIVE. MFG. CO. 


az Mi TORRINGTON, CONN. 


Many 
New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
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WHERE BUYERS and SELLERS MEET 


Hardware Age is the 


HEN you are in the market to buy or sell a store, to secure help 
authoritative national 


or a position, or to secure sales representatives or a sales account peieennme ands 

look over the offerings in the Opportunity Exchange section of read by deslere ond 
Hardware Age. If you don’t see just what you want, ask for it as jobbers in all sections 
there is always some one who will be interested in your proposition. of the country. 


Rates on request. 


HARDWARE AGE pee .c. 239 W. 39th Street, New York 














100 


HARDWARE AGE 








Graffco PICTURE HANGERS 


TRADE PARE REE 


vs mrorr 


Support Up to 100 Pounds 

without ‘causing the slightest injury to the 
walls. Nails are adjustable, removable, but 
can’t fall out. Made of tool-tempered steel. 
Hangers are steel, lacquered brass finish. 3 
handy sizes. Retail 10¢. packet. 


Size Graffco Glass Pushpins 


have points of ‘vol-tempered steel, set in clear glass 
heads with dome flange. Sharp and strong. Will not in- 
jure walls or wovudwork. 2 sizes. Retail 10c packet. 





Size 
Write for samples and offer. No. 1 


GRAFF-UNDERWOOD COMPANY 


Sole Mfrs. Vise Signals, Vise Clips, and Non-projecting Viz Signals 
18 Beacon St. Somerville, Boston, 42, Mass. 
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We Say It in 
Newspapers — 800 of 
‘Them—Or More: 


TRADE MARK REG. 


Half Soles—Heels—Strips 
Outwear Best Leather 
2 to 1 | 
You can guarantee it— 
| well stand behind you. 
(See page advt. next week) 


\ Panco Co., Chelsea, Mass. 














THERE’S MONEY FOR YOU 
IN THE HANDY SLICER 
Profit Makers Are Always Welcome 


Handy Fruit and 
Vegetable Slicer 
No. 6-S 


It slices all kinds of Fruits and Vegetables 
in an infinite variety of fancy and attractive 
designs absolutely without waste. Apples, 
pears, bananas, pineapples nd other fruits 
sliced with a ‘“‘Handy Slicer’ prepare a 
dessert excellently and quickly. nce used 
for slicing apples for pies it will be consid- 
ered invaluable. 
Potatoes, beets, radishes, cucumbers and B® 
other fibrous vegetables become tender when H& 
sliced “Lattice’’ fashion. 


HANDY THINGS MFG. CO. 
LUDINGTON, MICH. 











IDEAL LINE 
ROLLING STEP LADDERS 





Bsa Prompt 
rices ° 
ore 25 % Shipments 
ower than 
any other We make 
Rolling ~~ fit 
Ladders Shelving. 
on the 
Market. —e 
Satisfaction —s on 
Guaranteed. equest. 
SUCCESS FURNITURE CORP. 
St. Louis (Kirkwood), Mo. 











A \_ New Quick Seller 


‘THE makers of Gorton’s “No Bones” 

Codfish, Gorton’s Ready-to-Fry Cod- 
fish Cakes and other famous fish pro- 
ducts, largest users of codfish in the 
world, now make a clear, pure, codfish 
skin glue. In one-ounce Bottles and 
Tubes, half-gill, half-pint, pint, 
quart ‘and gallon Cans. If your jobber 
is not yet supplied, get in touch with us. 


Gorton-Pew Fisheries Co., Ltd. 
Gloucester, Mass. 














QUALITY SPEED 
UNIFORMITY SERVICE 





“The Toots in Lhe Paid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. © 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 











PRIEST’S CLIPPERS 


have been the standard 
since 1865. Style shown 
our Shaver No. 00 is a big 
seller for home use. 


American Shearer Mfg.Company 
Nashua, N. H. = 















A Faster Selling Mop Offers More 
Profit and Quicker Turnover— 


Convince yourself by selling SQUEEZ-EZY. 
The mop that wrings by a twist of the 
handle. Keeps hands out of water. Saves 
time and back-bending. 


/ f 
Mii), 


EES CTY DD New Orleans, La. 


SQUEEZ-EZY MOP CO., INC. 








GLASS "LE =NOX” curvans| 









UNIVERSAL 


BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 





*eeeeeoee eee eee eeee eer eeeeeeeee 








BARTLETT Two Hand Pruner No. 777 


Built right with blade on opposite side from general cus- 
tom. Left hand operates Hook Handle—Right hand the 
pruning blade. 
Hook remains station- 

ary while blade closes. Buta 
Cannot injure trees. 


Drop forged with 26” 
White Ash Handles. Write for Catalog. 


RARTLETT MFG. CO. 430 E. Lafayette Ave. Detroit, Mich. 














“BROWN Nae SHARPE [TOOLS 


bor Nearls cwe I ifs Given Has Been No 


Substitute for Brown & Sharpe Quality 
e 
Seurd far? Sayral fool C atalov Vo ray 
BROWN & SH ae MEG. CO 


PROVIDENCE, R 
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Heavy Duty Socket Wrenches 


=, = Offset Type 


Extra strong construction fia extra depth mates: 
heat treated. 


Plain lacquer finish—twenty-six standard sizes 
Ask for Catalog No. 500. 


WALDEN -WORCESTER 


INCORPORATED 
WORCESTER, MASS. 
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Men Need Turner No. 45 ! “ org) A 


Flared Avr tate? 


The only blotorch with the Superheating eae 
Burner Baffie and Heater Plug that produces — _— 
400 degrees more heat on present-day gaso- 
line or kerosene; the Automatic Safety 
Valve that prevents excess pressure danger ; 
one opening in tank, on top above fuel line, 
prevents leaks from soldered brackets; the 
Twin-Needle System of Fuel Regulation 
that eliminates all chance of orifice troubles. 
Turner No. 45 is the world leader in sales. 
Stock it NOW. Order from your jobber. 
FEARLESSLY GUARANTEED. 


1 st 
Edgewood Ave., Sycamore, 


New York: The Turner Brass Works 
108 Char'!ton 8S! 





Werld’s Largest Exclusive 


Makers lotorches, 
* :e Pots and Brazers. 


DIETZGEN 


| Drawing Instruments 
and Materials 
are broadly used by your 
trade. A quick selling line with 
good profit at a small invest- 
ment. 

















Drawing Tables, 


Catalog on request 


EUGENEDIETZGENCoO. 


Chicago New York San Francisco New Orleans 
Pittsburzbh Philadetphia Washington 


Boards, Scales, 
T Squares, Tri- 
angles, Curves, 
Instruments, etc. 
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Me Rosell Jennings | 
< u in 1855, 





Two styles 

of shanks,— » 
thrée threads: for 
| boring all woods 






BE 








| Russell Sener Mfg. Co 


mee eg Le iz 


| ‘ ts Chester, Conn3* oe: tee vie ee * i 









HARDWARE JOBBERS’ 
CATALOGUES 


J. H. YEWDALE & SONS CO. 
MILWAUKEE 


1865 1925 
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For Radio Fans Or Auto Owners 


This little 19 pound Rock Island Vise has the 
“Strength of Gibraltar” and is just right for radio 
and automobile work, as 
well as general home re- 
quirements. 


Made with swivel base and 
3% in. jaws which open to 
4 ins. Attractive bright 
Red finish. 

It sells readily, 
profit and pleases 
oughly. 

Write for trade-prices. 


ROCK ISLAND MFG. CO., ROCK ISLAND, ILLINOIS 


pays a snug 
thor- 






















Osborne High Grade Punches 


C 
Belt Punches. 


J 
Spring Punches 
A varied and attractive line for the Hardware Trade. Also: Leather 
Wenee’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality 
The above tools will please your customers as well as our famous Round 
and Oval Punches. 

Remember we have A. 98 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials iz 
making our products. 

We stand back of every tool we make. 
ces. 


C. 8. OSBORNE & NEWARK, N. J. 
ESTABLISHED 1826 


Arch Punches 
Revolving Punches 


Try us. Write for Catalog 














KEYCO ,,DUStABE.. 


THe neQEYCO 
6 Prag NE 





PATENT APPLIED FOR 


“Keystone quality.” Made from Alloy Steel, heat treated 
by our own process. The most durable Wrench on the 
re oso Light in weight, can be used with one hand on 
pipe, nuts or studs. Fully Guaranteed. Packed 12 to a 
Carton. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 
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HARDWARE AGE 


February 26, 1925 


fied Opp ortunities 





Business Opportunities 


Business Opportunities 


Sicicinedie 











FOR SALE! 


Going and Growing Hardware Jobbing House 





239 WEST 39th ST. 





Sales this year—One Million Dollars 
LOCATED IN ATLANTIC COAST SECTION 


[Exceptional circumstances result in this 
Exceptional Opportunity. 


CAN YOU SWING IT? 


Address BOX G-490, HARDWARE AGE 


FOR SALE!! 


NEW YORK, N. Y. 




















Business Opportunities 


Business Opportunities 


Business Services 








| FOR SALE— 


A WELL ESTABLISHED hardware business 
in the best city of Central Florida. Good 
] location with three year lease on building. 
Will take about ten thousand dollars to handle. 
Write at once for full details. Address Box 
G-504 care of Harpware AcE, New York. 














PARTNER WANTED—real opportunity for 
live man, having $15,000 to invest, to secure in- 
terest in up-to-date hardware store ‘established 35 
years. Previous hardware experience necessary. 
Additional capital meeded to serve thriving in- 
dustrial center Western New aL trading 
—— 300,000. Address Box G 471, care of 

aRpWARE Ace, New York. 





FOR SALE—Hardware stock and fixtures, about 
fifteen thousand dollars. Located in one of South 
Florida’s fastest growing towns. Business did 
sixty-five thousand last year on fifteen thousand 
investment. Low rental lease. Other interests 
make it necessary to sell. All cash, no trade 
considered. Address Box G-464, care of Harp- 
WARE AcE, New York. 





WANT TO PURCHASE either control or out- 
right hardware of plumbing supply business not 
over 50 miles from New ork. Must show 
profits last three years. Address Box G-501, 
care of Harpware Ace, New York. 








ial aM 8 PAINTS, HARDW ARE AND 


FARM MACHINERY store for sale in one of 
the fastest growing towns in Central North 
Carolina. Located at Chapel Hill, N. C. State 


University. The town and University has more 
than doubled its size in the past four years. 
Manufacturing—two cotton mills one mile out. 
Backed by good agricultural section, splendid 
roads; schools and churches the best in the State 
considering the size of the town. One of the 
best buys ever offered for the man with limited 
capital. Two story building 25x130, centrally 
located on Main Street. Inspection invited. 
Address Box G-517, care of Harpware AcGeE, 
New York. 





FOR SALE—Clean stock of shelf and builders’ 
hardware, paints, household’ utensils, stoves, 
washers and wheel goods located in South Cen- 
tral Kansas. Nothing but standard nationally 
advertised lines, No dead undesirable stock. 
Established in one location over 40 years. Will 
invoice about $11,000, fixtures about $1,500. Fine 
location, good lease. Will not consider trade. 
must be cash. Address Box G-498, care of 
HarpWAarE AcE, New York. 





WANTED TO SELL and also to buy hard- 
ware business. Reason for selling—wish to buy 
in town about 10,000, where larger capital can 
be employed. Present stock about $6.000.00, 
building and fixtures $6,500.00. Yearly sales 
over $25,000.00, manufacturing town 1500, New 


York State. Only hardware store, long establish- 
ed. Trading center for surrounding towns— 
prosperous farming section. Address Box G-499, 


care of Harpware Ace, New York. 


HARDWARE STORE IN BEST suburban 
town 25 miles from New York. Price $20,000. 
Business increasing rapidly. Burke Stone, Inc., 
41 East 42nd St., New York City. 





WANTED—TO HEAR FROM ANY good 
live hardware man who wants to locate in busi- 
ness, I am in a position to give valuable informa- 
tion regarding several good openings, in the 
fastest growing section of Florida. Address Box 
G-509, care of Harpware Ace, New York. 





FOR SALE—A clean up-to-date hardware store 
in a city of 15,000 population. Agricultural and 
orchard section of Northern West Virginia. 
Stock and fixtures about $12,000. Good lease, 
good reasons for selling. Address Box G-494, 
care of Harpware Ace, New York. 








Help Wanted 


WANTED BY REPRESENTATIVE HARD.- 
WARE JOBBING HOUSE, buyer for stove and 
house furnishing lines. Unless thoroughly posted 
and experienced, do not apply. Sales and pro- 
motion ability necessary to fill position  satis- 
factorily. In applying for position give full 
account of your past connections, qualifications, 
salary expected and references. Address Box 
G-507, care of Harpware Ace, New York. 

SALESMAN WITH LINE OF DOG furnish- 
ings and leather goods for department and retail 
trade. Address Box G-500, care of Harpware 
Acre, New York. 
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Help Wanted 


Sales Accounts Wanted 


Sales Representatives Wanted 





WANTED—A FLOOR WALKER in a Penn- 
sylvania city who is thoroughly familiar with 
builders’ and house furnishing hardware, auto 
accessories and paints. Give full particulars. 
Address Box G-513, care of Harpware AGE, 
New York, 





WANTED TO CONNECT WITH SALES- 
MEN who can market attractive assortment of 
dog collars and other small leather goods in 
twenty-five cents to one dollar chain stores. 
Give full information as to ability in applica- 
tion. . O. Box 130, Patterson Post Office, 
Baltimore, Md. 





Positions Wanted 


HARDWARE CATALOG COMPILER—Now 
compiling jobber's catalog. Will finish same 
about April 15th. Many years’ experience in 
wholesale hardware and compiling. Will take 
work on page basis or by the month. Can also 
ive price on the completed work if desired. 
eferences furnished. ddress Box G-467, care 
of Harpware Ace, New York. 








THOROUGHLY EXPERIENCED SHELF 
and builders’ hardware man wishes to connect 
with a reliable concern as manager and buyer of 
builders’ hardware or as a contract man in 
builders’ hardware department, calling on archi- 
tects and contractors. Well qualified to estimate 
from plans and specifications. Twenty years’ 





experience in this work. Best of references. 
Address Box G-484, care of Harpware AGE, 
New York. 





YOUNG MAN, 25 years of age with about 
three years’ hardware experience would like to 
connect with wholesale house in New York City. 
Address Box G-497, care of Harpware AGE, 
New York. 





— 


RETAIL HARDWARE MAN, experienced, 
competent, good manager, unexpectedly finds 
himself obliged to hunt a job. Is old enough to 
have judgment and young enough to be ener- 
getic. Can invest a little money if the arrange- 
ment made proves mutually satisfactory. Address 


Box G-505, care of Harpware Acre, New York. 





SALESMAN, 31, OF PROVEN ABILITY 
wishes to connect with reputable concern in New 
York or New Jersey or both. Applicant has in 
mind a line to which he can devote his entire 
time and energy. If you are looking for an 
able representative, address Box G-502, care 
of Harpware AcE, New York. 





YOUNG MAN WITH EXECUTIVE ABIL- 
ITY desires change. Will go anywhere. Twenty 
years’ experience in hardware lines. Last ten 
years in crockery and housefurnishing lines ex- 


clusively. Now manager of retail department 
of large southern wholesale and retail firm. 


Thoroughly competent in buying, selling and ad- 
vertising in either wholesale or retail. Reason- 
able ideas for compensation. Address Box G-516, 
care of Harpware AcE, New York. 


Sales Accounts Wanted 


A RELIABLE SALES AGENCY operating 
as manufacturers district sales managers desires 
one or two reliable accounts for the St. Louis 
territory. Our service is more extensive than the 
ordinary broker or manufacturers agents as we do 
continuous work among the retail trade and 
through co-operation with the jobbers. Address 
Box G-510, care of Harpware Ace, New York. 











WANTED — MANUFACTURERS’ REPRE- 
SENTATION for Eastern territory. Organized 
concern with years of successful selling experi- 
ence having headquarters in New York desires 
additional specialty line to sell to hardware trade. 
For a manufacturer who wants intelligent, in- 
tensified selling effort we are ready to give ser- 
vice. Address Box G-472, care of HaArpware 
Ace, New York. 








WANTED 


Distributor of National Repute 
with a Capitalization of Over One 
Million Dollars Desires to Obtain 
Distribution for Nationally Known 
and Advertised lines for the 

1 Metropolitan New York District. 
We can Offer Complete Coverage | 
of the Metropolitan Territory. 


. Replies kept Strictly Confidential. 


BOX G-512 
care of HARDWARE AGE, New York City | 














HARDWARE MEN WHO WANT experience 
that fits them to sell or improve their selling 
want Norvell’s “Forty Years of Hardware.”’ It 
is crammed with good selling ideas. Ask any 
five hardware men about it and then order your 
copy ($3.00 Harpware Acez, New York. 





SALES ACCOUNTS WANTED—Salesman 
who has represented the larger hardware jobbers 
for the past twenty years in Indiana, Illinois, 
Kentucky and Tennessee, is opening an office as 
manufacturer’s agent in Evansville, Indiana, for 
hardware and kindred lines, including cutlery 
and sporting goods, on a commission basis. 
What have you to offer? Address Box G-496, 
care of HARDWARE AGE, New York. 





SALES ACCOUNTS WANTED—Salesman 
who has been calling on retail hardware trade 
is opening an office as manufacturers’ agent in 
Detroit for Detroit and vicinity for hardware and 
kindred lines. Commission sis. at have 
you to offer? Address Box G-468, care of Harp- 
warE Ace, New York. 





MANUFACTURER’S AGENT WHO HAS 
been for ten years calling on the retail hardware 
trade of the Pacific Coast is open for two addi- 
tional lines of merit; prefers builders’ hardware, 
tool or household lines which shipments of 
hundred pounds can be sold. References given. 
Address Box G-503, care of Harpware AGE, 
New York, 





A LOS ANGELES FIRM, representing eastern 
manufacturers, and having a well established 
trade with hardware, housefurnishing and depart- 
ment stores, throughout the State of California, 
desires one or two additional staple lines, of 
merit, on a commission basis. Address Ox 
G-514, care of HArpware Ace, New York. 





ESTABLISHED MANUFACTURERS’ 
AGENTS covering seven Southern and South- 
western States desire to add another good line 
having merit and sold exclusively through hard- 
ware or mill supply jobbers. ddress Box G-466, 
care of Harpware Acs, New York. 





WANTED—SALES AGENCY, commission 
basis, on quality merchandise. Now covering 
retail and jobbers in United States, Canada, 
Australia with thirty men successfully. Desire 
to broaden line. Address Box G-492, care of 
HarDWARE AGE, New York. 





SALES REPRESENTATIVE WANTED— 
Sell household tacks to retail and jobbing trade— 
see description in Harpware AGE issue January 


15th, page 54—also_ new goods artiele page 57 
and ad page 105. Big commissions—particulars 
free. Selection of territory made to agent who 


can show results. Superior Tack & Nail Com- 


pany, Derby, Conn. 





WANTED — EXPERIENCED SALESMAN 
well acquainted with hardware, woodenware, 
housefurnishing trade in Pennsylvania. We offer 
nationally advertised housefurnishin specialty 
as side line on liberal commission basis. We 
want a live wire to take care of increasing sales 
from above mentioned State, Full particulars to 
Box G-476, care of Harpware Acg, New York. 





TRAVELING MEN WANTED who can en- 
joy and increase their sales from Saunders Nor- 
vell’s “Forty Years of Hardware.” It is 
crammed with sales inspiration, background and 
ideas. $3.00 a copy. Order your copy row 
from Harpware Ace, New York. 





WANTED—REAL SPECIALTY SALESMEN 
to sell well-known tool line. Retail trade in 
North and South Dakota, Minnesota, a portion 
of Iowa, Missouri, Wisconsin, portion of Okla- 
homa. Men must have acquaintance and experi- 
ence, and live in or near territory. Manu- 
facturers agencies please do not apply. Address 
Box G-491, care of Harpware Ace, New York. 





HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular line of 
labor saving Magic Weeder Hoes to hardware 
trade. REICHARD MFG. CO., Bangor, Penna. 





REPRESENTATIVES WANTED—A manu- 
facturer of hi grade coaster wagons requires 
representation in several states. Exclusive terri- 
tory available to big producers. Salesmen cov- 
ering territo in a car handling one or two 
other lines te the hardware trade preferred 
In your first letter give age, experience and 
references. Address P. O. Box No. 321, Salem. 

hio. 





FACTORY REPRESENTATIVE TO SELL 
line of “builders’ hardware in New York State. 
State lines handled and full particulars. <Ad- 
dress Box G-506, care of Harpware Ace, New 


York. 





SPLENDID OPPORTUNITY OPEN sto 
hustling salesmen covering Southern trade for 
a well-known manufaeturer of the better grade 
of mechanics’ tools, known from. coast to 
coast: can handle either as a side line or a 
principal line. ‘Can also use several missionary 
men to cover Atlanta—Birmingham— Richmond-—— 
Nashville and adjacent territory. Address Box 
G-515, care of Harpware Ace, New York City. 





Attention 
~ Manufacturers 


Falling off in demand for prod- 
ucts handled many years makes a 
change of lines desirable. 

We offer salesmanship, good 
financial standing and wide ac- 

quaintance with the hardware and 
general store trade in Texas, Okla- 
homa and Louisiana. What have 
you? Commission basis. 


Bandy Sales Company 


Dallas Texas 

















SALES REPRESENTATIVE WANTED to 
represent an established and progressive builders 
hardware manufacturer to sell to jobbing trade 
in New York and vicinity. A real opportunity 
for a live wire. Reply, stating experience, etc. 
Address Box G-511, care of Harpware AcE, 
New York. 


——_ ) 





SALESMAN WANTED—Calling on_ retail 
hardware trade in New York, Pennsylvania, Ohio 
and West Virginia, to handle side line of Sole 
Leather. Attractive proposition. Liberal com- 
missions, -Reply, stating lines now handled and 
territory covered. Address Box G-508, care of 
HarpwarE Ace, New York. 





WANTED—SALESMAN EXPERIENCED in 
the selling of bolt and screw product. <A good 
side line on a commission basis. The Atlas Bolt 
& Screw Co., 1130 Ivanhoe Road, Cleveland, 

hio. 
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THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. Every care *1li n+ taken to index correctly. 


No allowance will be made for errors or failure to insert. 
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HANDLES AN iit 
Ta ron 
i UNNNAA a ange ae, 
For Small Tools, Utensils, Electrical Goods, Etc. HW) beet UI l CHAIN-LINK 
Enameling, both baked and air dried. Peaass : WIRE FENCE 
STRATTON MFG. CO., Stratton, Maine THE STEWART IRON WORKS CO., Inc.,225 PT am and } ce A 














Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds 
the tack in position for driv- 
ing. Awarded the Silver Medal 


The Sandpaper That Satisfies 


A big little trade winner for 





(the highest offered) at the Panama- -Pacific Exposition. every hardware man. See large 
Good profit. Write for price list. ad in last week’s issue. 

Name and design trade marks registered U. S. Pat. Off. WAUSAU ABRASIV 
ARTHUR R. ROBERTSON ¥4 Portland St., Boston, Mass. ee ro on 


Wausau, Wis., U. S. A. 
























WRENCHES 














Socket Wrench ND KD 
Sets , Bench Legs 
J. H. WILLLAMS & CO. 
“The Wrench People” STANDARD FOR New Brit ain Connections 








New York BUFFALO Chicago HALF A CENTURY 












































Wright’s Jennings THE FOWLER & UNION 
High Grade HORSE NAIL CO. 


Auger Bits HORSE SHOE NAILS 
The Conn Valley OF HIGHEST GRADE 
| 2 ae Plant of 
y Ts. 1000 MILITARY RD., BUFFALO, N. Y. 
































The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 


— ae Waltham, Mass. 


Tubular and Bifurcated 
American Can Company 


—=RIVETS=— | 


Send for our Catalogue of ELEVATORS 


GRANITE } DUMBWAITERS 
CUTTING TOOLS | |X) oeyccncre, 


Trow & Holden Co., _ Barre, Vt. “ 211 New St. Philadelphia 


American Can ; J. L. THOMPSON MFG. Co. 

















“They Have a 
Bull Dog-Grip” 


Manufactured by 
U. S. Clothes Pin = oo, Vt. 
Sales 
1015 Union Bank Bldg Pittsburgh, Pa. | 
























Hose Attachments 


For connecting hose to smooth 
faucets. Slips on and off easily. 


Economy Mfg. Co. 
5350 Germantown Ave. 
Philadelphia, Pa. 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 
Cc 


So-Boss Cow Hobble 
and Tail Holder 


Sold by Jobbers 


Simonsen Iron Works 
Sioux Rapids lowa 


ELEVATORS 


and Dumbwaiters 
for House, Store or Warehouse. 
Write for particulars. State your 
—— as te size, capacity 















0. 
Syracuse, New York 


SILVER LAKE 


SASH CORD 


























MORJUICE 

FRUIT PRESSES 
CIDER MILLS 
GRAPE CRUSHERS 


Dealers obbers wanted. 
CROWN ‘MrG. co., 
Bex 226, PHELPS, N. Y. 





NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonvilie, Mass. 


The SIDNEY ELEVATOR Mfg¢.Ce. 
Sidney, Ohie 


“= AAES 


Scythes since 1912. Axes since 1880. 


RIXFORDESiSgingaceve 





Economy 























CRAYONS 


FOR £VERY PURPOSE 


STANDARD “fhiivers. Masses. 
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Carpenters recognize at once 
the superiority of this 50% 
larger shingle—that gives a 
5 inch exposure and makes 
a 3 thickness roof, as com- 
pared with the 2 thickness 
roof made when the ordinary 
shingle is exposed 5 inches. 


Carey Offers A Better Product 


On A Better Selling Basis! 


The Carey BIG SIZE Asfaltslate Shingle is beyond question the outstanding product in 
the composition shingle market. 

It is better: weighs approximately 300 pounds to the square; it is heavier, thicker, more per- 
manent, non-curling. 

It is more economical to use; the BIG SIZE, 10 by 153% inches allows a 5 inch exposure 
and still gives a three-thickness roof. Requires less nails, less time. 

You have EVERY OTHER DESIRABLE FEATURE in addition to “the Shingle that 


Never Curls.” 

You can sell this shingle to the most particular buyer. 

And, finally, we offer it to you on a better selling basis. ‘The Carey 50-50 plan is known 
among dealers everywhere for the profit it makes. It is known to your trade thru na- 


tional advertising. 
Three natural slate colors—the new distinctive Silver-Green, blue-black and red. 
Send the coupon for our Dealer Book and find out just how you can get started with this better line. 


THE PHILIP CAREY COMPANY 
521-541 Wayne Ave. Lockland, Cincinnati, Ohio 


pesseeuuuuaaugsosessosssosesessoosossssoSeSNT 


THE PHILIP CAREY COMPANY 
521-541 Wayne Ave., Lockland, Cincinnati, O. 


Gentlemen: Please send copy of “Before You 


ASFALTSLATE Build” booklet to 


SHINGLES 


THE SHINGLE THAT NEVER CURLS 
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Large Capa ity Coal Barrow~ 
| oO. 


e Sale Made Through a Sale 


That repeat order, or the sale which 
is made through the recommendation 
of one user to afrienda —that ts the’ 
sale we are all looking for, as it carries 
with it a profit without sales expense. 
Furthermore tt gives us pride wv the’ 
goods wehandle and confidence in | 

our business policies | 


One Sterling Sale Brings Another~ 


Wot only do Sterling (Jheelbarrows have’ 
a thoroughbred appearance, but they also 
outlast and wheel easier than other barrows 
The harder ‘the service the bet- 

ter they show by comparison’ 


Sterlin G Wheelbarrow (o Atianke Corn 
Boston, New York, Chicago, Cleveland, Detroit, St. Louts 
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Don’t F i to Stock 
These Fast Selling Quality Bake Pans 


Increase your tinware sales by displaying quality goods priced 
right and stocked in sufficient variety to meet the require- 
ments of any housewife. A stock of the numbers that sell 
— best costs little and pays good profits. For larger sales, 
order 


EKKCO SANITARY BREAD and CAKE PANS 








| BREAD PANS VANITY CAKE PANS LOOSE BOTTOM CAKE 
| | PANS 























| Heavy bright tin; heavily 
|| wired; rim neatly turned. 
| Sanitary corners and bot- 





Heavy bright tin. Bottom snaps 














| saa Improved Van Dusen patterns snugly into place. No leaking 
| of greaseless cake pans in all of batter. 
| S1ZeSs. 








A Ee —-A ecn 


rile jor prices on these staple numbers 


Ekeo Sanitary Bread Pans _ ines Oblong Biscuit Pans Vanity Cake Pans 
No. Capacity Rene N Description Size Van Dusen Patterns 
7 1 Ib. loaf.......... 9 xh x2% 602 DT). «'~.0s+ «096s 11x7 2x14 Mfd. by 
17 Le | Sega 9%x4%x2% 633 Deep we eee eee eens 135x914 x2 Edw ard Katzinger Co. 
17 See Gi BR cccccvses 9% x5%x2% ils . S . quare i 
57 1% Ib. loaf........ 10%, x6 % x2% ~~ o Biscuit and Cookie eee WR: tide dunduendens<ureens 714x7x1% 
” 2 U. loaf......-+-- 11% XT%x2% M17 EE CCE TOO ORT Re 11x17 Round—Deep—Tubed 
; DE ‘Kxtaduscacuvdsdrecedenuae 12x18 _ he trike a 
Ekeo Sandwich Loaf — — Biintaebiccabeaetdabenten, 14x14 ee Re svenr oan _ op 
No ' SOE bene sees be ce eo euse sen es 16x16 Round—Shallow 
CO 000060000650 6 $0660660088 13% x4 x3 . 214" . ” 
. Ekeo Domestic Science School 184 8%” Diam. .......... 1%” deep 
Kkeo Family Deep oe — " Pans ii Oblong 
No. Capacity oo. - 4% x3 . x2 ! De 5+ st4sssaseed cena ses 7Y4x4YUx38yY 
606 1 Ib, loaf.......... 9% x4 6x3 Be ee al iPaP Timp 
607 coe Sk Mio cees ae 10% x5 4x3 . - Swansdown Cake I -~ 
CO8 RR ea 11%x6 x3 Kkeo Tin Drip Pans samen 18s Dy : 
640 Sponge Cake ...... 13 x4%x2% No. : Size 1931 8%" Diam. ........-6 3% deep 
TO. cece ee ee eee eee eee eee eee ees BXIO Ekeo Drawn Angel Food Pans 
Ekeo Square Jelly Cake Pans i? uuwetne twcwde hbkeeees6e eee 8x12 Tubed 
J Shallow — ree et eee ee ee ee ee 9x14 (* apac ity 
NO Size DE avcéuesnelesannanenteseuan 10x15 No. Quarte Size 
>) 8x 8x1 RS te rae Pe ere Ie ee eT ATES 6 x2 
Bh SS Ow Pos oeEseenesesereses 9x 9x1 RR Seey ieee ase ig GGT oe 6%x2y% 
- PPT ETTTETE TT LETT 10x10x1 Ekceo Loose Bottom Bread and |” REAR ae: 8 x2 i, 
Cake Pans Oe ch lenudtess T Litkeaaeeus %4 x26 
Deep No. Description Size 
600 TU%xTM%x1% 201 Dy eke0sces évecee 9x9x1% Ekeo Drawn Pudding avi 
601 ne eee ee . 0x9 a Mb 202 Sone 0 baie eee 9x9x2 Without Tube 
ae Peer eer oe ere ltt 203 TES 0s ae-eok eee 9x9x2% Capacity 
is r No. Qua: ‘ts Size 
Extra Deep Ekeo Loose Bottom Cake Pan I Nie Ser ee Si Pree 6 x2 
OR Se a ee ieee all or are Rx 8x2 on Legs eee er re 6%x2% 
| Terr orr rrr Trt err Th 9x 9x2 No. Description Siz | Ra . eee 
G32 ; enki bas ee ba ee ee ee eee 10x10x2 251 UE. 64466 00600654080 Yx9x2% 3 a ea 


\ll Leading Jobbers Stock This Line 


Write for our Catalog No. 24 


EDWARD KATZINGER COMPANY 


Pan Specialists 


1949 NORTH CICERO AVE. er ILL. 
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Electrical Goods 


A Section of 


Hardware Age 


SECTION TWO FEBRUARY 26, 1925 




















et Electricity Serve the Home 
As It Serves Industry 





7 Partners for 


Real Selling 


To the man who wants quality of tone above all things in 
radio—who wants quality of build—and quality of appear- 
ance—sell the Radiola X. One-third of the selling job is 
already done by the widespread advertising. Another third 
is done by word-of-mouth fame that the Radiola X has 
won. Onlythe last third is leftfor you. It means quickselling. 


To the man who wants the same quality of tone—the same 
dependable reception—the same big records of performance 
—but a lower price—sell the Radiola Regenoflex. Win 
and keep the leadership. Watch the ads. Use them. Send 


for copies to paste in your windows. Push the Regenoflex 


and the X. And sell more Radiolas! 


“There’s a Radiola for every purse” 
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Peel 


Radio Corporation of America 


Sales Offices: Suite No. 152 
233 Broadway, New York 10 So. La Salle St., Chicago. Ill. 
28 Geary St., San Francisco, Cal. 
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This symbol of 
quality is your 
protection 
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Guth ty Products 
Are Soid Everywhere 


psnesting Pe Sa, Mets | Raaing. e ~ Slane Pein es 
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or FOWIN b.tt THE ONIPANY 





highiine Lasnment 
Bt Louis USA 








Now, Guth Porcelain Enamel 
Switch Plates 


Entirely different. Cost no more than ordi- 
nary metal plates. Everywhere people are dis- 
carding the old, tarnished, grimy switch plates 
as soon as Guth Plates are shown. Don’t wait. 
Pocket your share of these profits now. 

Guth Porcelain Enamel Switch Plates will fit 
any type or size switch up to twelve gangs. Their 
finish in white, old ivory, gray, pink, blue, brown 


oO | 


Standard Combination Plug = and green will not check, lose color or tarnish. Combination Plug and 
and Push Button Plate ; nie: Wiese 


Attractive Display an) : 
of Guth Switch Plates—FREE! 3 











3 One to every dealer with an order for 100 = Tumbler 
‘ . ~ sc Switch 

B tt P ~~ ~ir “ 4 . . > 
Plus Switch plates (or 4 standard packages). Each Plate 


board shows Guth Porcelain Enamel Switch 
Plates in assorted styles and colors. Write for 
descriptive literature and special dealer’s prices. 


The FWIN FE. Guia COMPANY 


DESIGNERS-ENGINEERS-MANUFACTURERS 


Makers of the Lighting 


World-lFamous 
Brascolite. Over 


One Million in ST. LOUIS, 


Use. 




















° 
Equipment 
Largest Manufac- 
turers of Lighting 


VU. S. A. Fixtures. 


Formerly the St. Louis Brass Mfg. Co., and the Brascolite Company 


Brancnu Orrices (SALES AND SERVICE) IN PrINcIPAL CITIES 
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Announcing 
For; °3() ELECTRIC IRONER 


(Gas or Electrically Heated at the Same Price) 





The ironing machine that is so far ahead 
of anything else now or heretofore made 
that it is destined to revolutionize the iron- 
ing methods of America. 





poe 
er eo 
:, + 


There is room for the Thor-30 
in every kitchen. When notin 
use it folds easily to occupy a 
floor space of only 22” x 26”. 


The current from any 
convenient outlet or 


keyless socket is suffi- Thor-30 has large, easy rolling 
cient for heat and motor. casters so that it can be rolled 
(May be gas-heated if into a closet or to any con- 
desired. ) venient place to iron. 


THE ELECTRIC IRONER THAT WILL MAKE IRONING BOARDS OBSOLETE 


























Theshoeis automatically opened andclosed 
by the motor. There is a convenient knob 
for opening the shoe by hand if current is 
interrupted. 





Speed automatically adapts itself to damp- 
ness, etc., of pieces being ironed. All you 
need do is smooth out the pieces and feed 
them. 







5,000,000 women own washing machines. Only 1 
in 10 has bought an ironing machine. 4,500,000 
women are now waiting for this ideal machine 
that fits in the kitchen, does ALL the ironing 
and rolls into a closet. Women want electrical 
labor savers. You know because you are selling 
them washers and vacuum cleaners every day. 
Those whoareusingironers actually seem stronger 


HURLEY MACHINE COMPANY =: 
LARGEST MANUFACTURER OF ELECTRIC HOUSEHOLD LAUNDRY EQUIPMENT 


5 


~NEW FEATURES AND 


Control levers at both 
ends convenient for 

either right or left hand 
tostart orstopatany time. 





CONVENIENCES 





Shoe and feed board can be moved full 
clear of roll for adjusting shirts, dresses, 
etc., over open end. 





Convenient folding rack for holding accu- 
mulation of finished pieces. 






















Motor cannot 
be stopped until shoe 
is away from roll (prevents 
scorching). One-piece,indestruc- 
tible heating element full length of 
shoe (1000 watts). Operates on A C 
or DC, 90 to 110 volt range. Height 
adapted for greatest comfort with ordi- 
nary kitchen chair. Roll 31 inches 
long, padded with India Jute and 
heavy muslin cover ;ideal iron- 
ing surface. Pressure of 
shoe always correct. 


in praise of them than they had been of washing 
machines. Introductorysamplesscatteredto Thor 
dealers throughout the country have resulted in 
themost unprecedented demand ever experienced. 


If you are interested in getting in early on this 
new and PROFITABLE appliance send now for 


full information. 


Chicago, Illinois 
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Lifatonics 
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Less Servicing-Greater Profits 
Notice the Construction 


SS 


Servicing is the greatest profit eater in the electric range 
business. 


Right from the bottom up, L & H Electrics Ranges are built 
first of all to give long, satisfying service to the user. That 
means comparatively few calls on the dealer for servicing— 
that means satisfied users. 


Take, for instance, the above illustrated model, which is 
equipped with the New Automatic L & H Electrics Time and 
Temperature Controls. This range is finished in porcelain 
enamel all the way through, inside and outside, making it 
rust-proof throughout. The oven front, doors, legs, main , 
cooking top and end shelf are made of cast iron. Ranges 
will not get out of shape. Have one-piece, porcelain enam- 
eled oven linings. An all-conduit-enclosed-wiring job—not 
an open wire in the entire range. 


That's anti-servicing construction! 


Write us today for detailed information on this and other 
models—it is the range line that assures real profit. 


Insist on: 


L & H Electrics Table 


Stoves 
L & H Electrics Irons 
L & H Electrics Turnsit 


6c ELECTRICS i 






TRADE MARK Plates 
. L & H Electrics Heaters 
Ranges and Appliances L& H Electrics Curling 
Irons 


ra oe L & H Electrics Heating 


A. J. LINDEMANN & HOVERSON CO."; Pads 


435-437 Cleveland Ave., Milwaukee, Wis., U. S. A. i an Electrics Waffle 


DEALERS’ NOTE: The best jobbers are prepared to supply L & H Electrics Ranges and Appliances L & H Electrics Ranges 
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Increasing > Leadership 














The Famous 
6/b. Hotpoint 


ws 
Improvements 
Now Only 


$Ge° 









Hotpoint 
6 lb. Model-R 


$ 500 





Jwo New Hotpoint Irons 


Backed by Advertising to 
8,000,000 Women 


More Hotpoint Irons have been wrapped up and passed 
over the counter than any other iron in the world. 
Now Hotpoint increases the lead by offering the same 
famous Iron with improvements, price reduced from 
$6.75 to $6.00; and a brand new Hotpoint Iron of 
standard quality but made to sell for $5.00. 

With these two new irons at the new low prices, 
backed by Hotpoint prestige, you are given a tremen- 
dous advantage. 

In addition they are being advertised for you to over 





Se 


These Are the New eight million readers in the 
ee — Saturday Evening Post Ladies’ Home Journal 
which are being chown, im the Woman’s Home Companion Good Housekeeping 


magazines to tie up with those 
the public will see in your win- 


Sow GUE Os yas eee. Let women know you have these widely advertised 
new irons. Display them in your window and on your 


counters and MAKE SALES. 


N. B.—If you haven’t a supply of these two new 
irons as yet RUSH an order to your distributor. 


EDISON ELECTRIC APPLIANCE CO., Inc. 


5610 West Taylor Street : Chicago, Illinois 
BOSTON - NEW YORK + CLEVELAND - CHICAGO - ATLANTA - ST. LOUIS - SALT LAKE CITY + ONTARIO, CALIF. 


Sunset Magazine 
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Factories: Chicago, Illinois, and Ontario, California 
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AZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 















































Says W. H. Schaefer 


The Schaefer Hardware Store 
profits by regular use of the 
window-trim service. 


The helps below are available 


to every dealer who sells 
National MAZDA lamps. 





Three-wing window dis- 
play with seasonable, 
artistic posters. 





Lamp demonstrator for 
window or counter use 





Blue carton lantern, a dis- 
tinctive marker to identify 
your store. 

















“) NATIONAL @ 





IVE stores in many lines are finding profit in 
National MAZDA lamps, just as W. H. 
Schaefer has found it. 





Your store—the logical place to buy lamps— is 
entitled to this profit. 


National MAZDA lamp profit is sure. You have 
no money tied up in merchandise, as the lamps are 
consigned to you. 


When actual profit is figured, you'll find it ahead 
of most of the other lines you carry. 


National MAZDA lamp dealers are offered mer- 
chandising helps that not only increase the sale of 
lamps, but by attracting customers, are helpful in 
stimulating turnover in other lines as well. For 
further information get in touch with one of our 
distributors or Sales Divisions. Or, write direct 
to National Lamp Works of General Electric Co., 
Nela Park, Cleveland, Ohio. 





MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
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117,294,243 Hoover messages, 
in eleven foremost national 
magazines—a program greater 
than that of any other elec- 


tric cleaner—will help dealers 
sell Hoovers in 1925 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker o i electric c leaners 
The Hoove also made in Canada, at Hamilton, Ont 
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Electrical Goods 


devices of all kinds in the home has brought with 

it the very important problem of distribution 
for the manufacturer. In the early history of the 
development of merchandising policies by leading 
manufacturers and other interests within the elec- 
trical industry, it was felt that the promotional and 
pioneering work in the sale of electrical appliances 
for the home could best be done by restricting the 
retail distribution to electrical channels only. The 
electric service companies in many cities took up the 
active promotion of sales of appliances. There also 
came into being the electrical contractor-dealer or 
electrical dealer. These types of retail outlets were 
typified as the “electrical” store. 

But with the rapid growth of the business and as 
electrical appliances took on more the nature of 
staples, there entered the field other types of mer- 
chants contending for sales. 

These channels of retail distribution—hardware and 
department stores being the principal ones in point 
of sales—have been classed as the “non-electrical”’ 
store. Today such outlets are generally conceded to 
be selling a minimum of 50 per cent of all electrical 
goods bought by the public. 

Practically all manufacturers have revised their 
selling policies to include the “‘non-electrical” store as 
a means of securing adequate distribution. This has 
been but a natural evolution for, as any line of mer- 
chandise comes into popular demand, the public pre- 
fers to make its purchases from those convenient 
merchandising establishments where they have been 
accustomed to supply their needs for other commodi- 
ties. The buying habits of the public are not easily 
changed, and the manufacturer who wishes to secure 
the most economic as well as the most effective dis- 
tribution, wisely makes his merchandising policies 
such as to conform to these habits. 

A great future lies before the “non-electrical” store 
in sales possibilities of this fast-growing line of goods. 
But to measure up to that opportunity there must be 
assumed a responsibility as well. This responsibility 
is one of service to the public and to the manufacturer. 
To the public it is to see that the article sold is of 
such a quality as to give the service expected. To 
the manufacturer it is one of intelligent adequate co- 
operation that will build both good-will and sales 
with the purchaser. 

The volume of electrical goods sold at retail to the 
public today has reached over a billion dollars an- 
nually. This includes incandescent lamps, lighting 


"Laer phenomenal growth in the use of electrical 


fixtures, portable lamps, electrical heating and cooking 
devices, motor-driven appliances, radio sets and parts, 
accessories, such as dry cells, flash lights, plural plugs 
and many other items of a similar nature. 

This volume has been reached in a comparatively 
few years measured ,by the life of a still young in- 
dustry. It is doubtful if any other class of merchan- 
dise has grown to such proportions in so short a time. 
And yet the possibilities of the future are fairly be- 
yond the power of the human mind to picture. So 
many new and old homes are being wired for electrical 
service yearly that the point of saturation for sales 
is said to be less than it was two or three years ago. 
The use of electricity on the farm is going forward, 
and this will open up yet another market full of sales 
possibilities. Truly, this is the electrical age and 
brings with it unlimited opportunities for the mer- 
chant who is fully alive to them. 

It is our firm belief that the so-called ‘“‘non-elec- 
trical” stores of which our readers conduct the prin- 
cipal ones, rightfully belong in the field of merchan- 
dising endeavor and deserve the fullest cooperation 
not only of manufacturers, but of all interests con- 
cerned with the greater use of electricity in the 
home. 

It is our further belief that such stores are destined 
to become the greatest 4nd most potent outlets for 
electrical devices to the public. But there is a re- 
sponsibility, and it is to enable our readers to meet 
this responsibility; that the publishers are bringing 
out once a month this enlarged editorial service— 
ELECTRICAL GOoDS—as a part or section of the parent 
paper. 

In this way we believe we can best meet our obli- 
gation to our readers—an obligation which clearly 
falls upon us to keep those readers so informed as to 
enable them to measure up to the opportunity before 
them in promoting the sale of things electrical. We 
also believe that the day is not far distant when all 
manufacturers of electrical devices will accord to 
all legitimate merchants that full-hearted support and 
cooperation which has been given to the specialized 
electrical store. | 

Such a policy is necessary if adequate and economic 
retail distribution is to be secured in the sale of elec- 
trical goods. 

ELECTRICAL GoopDs has but one objective—to render 
a service which is of the highest standard in every 
sense of the word. In rendering that service we hope 
to make it possible for our readers to become “better 
merchants of better merchandise at a better profit.” 
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“And I Learned About Selling from Them” 


Being Some Observations on Selling Household Electrical Appli- 


ances Gleaned from the Experience of Many 


HE town had about five thousand 
people and some thousand or 
more homes. It was an exclusive 
residential section, about twenty miles 





“Everyone is radio crazy’”’ 


from a metropolitan city. I had 
dropped into the leading hardware 
store to buy garden tools—there were 
two stores, but it seemed to me every- 
body went to Billy’s. Billy was a 
cripple, had started as bundle boy years 
ago in a big city store, then later 
opened his own little place. Today he 
has three stores, each claiming the 
lion’s share of patronage in its com- 
munity. 

“I see you’ve fallen for radio, Bill,” 
I said, noticing a rather elaborate 
counter and case display up toward 
the front of the store. 

“Oh, yes,” he replied, “I’ve had to 
come to it; everybody hereabouts is 
radio crazy. I kept away from it until 
it seemed every other store in the place 
was putting it in, then I fell. Tried 
it out in a small way, got stung on 
my first lot of stuff, but now I’m wiser 
and it’s paying me a good profit.” 

“Do you go in much for electrical 
merchandising?” I asked, looking around 
to see what he stocked. 

“Not so much,” he replied. “I took 
on lamps a couple of years ago when 
the lighting company over there gave 
up ‘free renewals’ and made it pos- 
sible for me to sell them. I’ve got a 
nice trade on flashlights, batteries, and 
I sell an iron now and then. But I’ve 
never made any effort to push hollow- 
ware electrical goods. Most of that 
business goes over to Quinn’s (the local} 
electrical dealer).” 

“How come you don’t go after this?” 

“Well, I figured he had the edge 
on me. You see, he goes out doing 
wiring and repair work and gets into 
the homes, and I always felt people 
would sort of go to him for toasters, 


Different Dealers 


By Ror B. WooLiey 


percolators and the bigger appliances.” 

“You’ve never tried to sell larger 
devices, like cleaners, washers and so 
on?” 

“Oh, no; I did experiment in one of 
my stores, but I found people didn’t 
buy the things. I had a cleaner and 
a good washer, but I didn’t sell three 
washers a year; and as for cleaners, 
well, everybody else seems to sell them 
here and I couldn’t see the profit in 
it—no sir!” 

This was the kind of story I’ve heard 
from so many dealers in all kinds of 
merchandise. My travels take me the 
country over, calling on all sorts of 
electrical dealers, from drug stores to 
department stores, specialty shops—and 
itinerant peddlers. And the almost 
universal excuse of the dealer, when 
I asked him why he didn’t go in for 
electrical merchandising, was that “he 
didn’t think it would pay.” 

In some cases I found they had proof 
—it hadn’t paid them. In others it 
hadn’t paid them as much as other 
items, less difficult to sell—so they said. 
In still others they felt it could be 
made to pay, but there were extenuat- 
ing circumstances which made it im- 
possible for them to merchandise such 
wares. 

Now I’m going to jot down some of 
these “reasons why” they felt’ they 
were better off outside this field of 
endeavor, and at the same time add a 
line or two on the same subject, fur- 
nished from the stories of successful 
merchandising of just such goods by 
retailers whom I’ve had the pleasure 
of meeting. 








“IT close them in the kitchen” 


“People don’t buy ’em” 


In a progressive medium sized Ohio 
city I called upon a retailer who had 
been in the town for years and years. 
His name was a household word; his 


word, given on a piece of merchandise, 
was as good as a gold bond. He got 
the cream of the trade on all save 
electrical merchandise. 
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“An Ethiopian in the woodpile somewhere.” 
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“People won’t buy ’em,” he said, in 
answer to my question why he did not 
stock electrical goods. 

“T tried out a line of washers—a 
good line, too. Nationally advertised, 
fairly priced, reasonable margin, and 
the manufacturer sent me a man to 
coach my men and my girl here how 
to demonstrate and talk their make. But 
even though I advertised it, I couldn’t 
work up any enthusiasm. Almost next 
door there is the Blank Electrical Co. 
—used to be a sewing machine outfit. 
They’re not merchants. They don’t 
know how to advertise or sell. But 
they seemed to get all the business. 
Then there’s the department store here; 
they sell at cut prices and carry the 
paper for years. And the lighting com- 
pany; they have gangs of men outside 
‘working’ the residential districts. I 
couldn’t compete—and I quit.” 

This, in substance, was his story. 
Not the first time I’d heard it. And 
I smiled to myself as I noted what that 
“sewing machine” store proprietor had 
told me just before I saw my old friend. 

“How’s business? Why, it’s fine. 
We’re moving better than a washer a 
day; we’re placing over forty cleaners 
a month, and it’s a poor week that I 
don’t sell an electric ironer,” he started 
off by saying. 

“You mean to say you’re doing a 
business of around ten thousand a 
month out of this store?” I asked, a 
bit amazed. I felt there must be an 
Ethiopian in the woodpile somewhere. 
I’m used to exaggeration, but this 
seemed a bit too much. 

“Come back here,” he answered, 
“look at these books. Here’s the whole 
story. Note the deposits—here are 


























the . disbursements—there the records 
of outstanding accounts. That’s your 
answer.” 

I haven’t time to put the figures 
down here as I saw them, but it all 
looked above board. There was a pile 
of merchandise moving every month. 
And I would have sworn from the 
looks of things that he hadn’t two 
thousand dollars invested in the whole 
place. 

Knowing I was going over to my old 
friend’s place, I asked him if he would 
mind telling me the secret of his suc- 
cess. 

“There’s really nothing much to it 
but selling and more selling,” he re- 
plied simply. 

“But I should think you’d find com- 
petition from old line merchants too 
keen,” I shot out as a feeler, knowing 
that fellows of his type don’t regard 
retail competition as such. 

“That’s all rubbish. When I sold 
sewing machines I used to put ’em on 
the back of,my old buckboard and hit 
the grit. Now I use flivvers, and that’s 
the only difference. I don’t do it my- 
self; I hire men to do it. And man- 
power plus foot-power does the trick.” 

“But why couldn’t the customers buy 
of the hardware and department and 
other old line merchants here?” 

“They could”—he smiled—“but they 
don’t. I don’t let ’em. Or, in other 
words, I beat those fellows to it. If 
they sell, or try to sell, washers, for 
instance, their plan is to lay back and 
wait for people to buy. My plan is to 
go out and sell. Sometimes I go out 
and bring people to my store. But 
whether I go out and fetch them in or 
close them in the kitchen or laundry, 
I sell them and I don’t wait for them 
to buy.” 

“T’ll tell you a secret,” he went on. 
“Over there is old Blank, hardware 
king of the territory. Fine fellow, too. 
Well, a year ago he saw the business 
I was doing and he figured out that he 
could make a killing with washing 
machines. A manufacturer was mighty 
glad to help him, seeing as how that 
manufacturer couldn’t get another 
dealer in the town. So he stocked a 
‘line’ and busted out with big ads for 
a time—and then lay back and waited. 














“Give them a little trinket” 


What happened? Nothing, except that 
I got the cream of his advertising and 
his business. I went out to his very 
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good old customers—and my sales 
doubled all the time he was pushing 
washers. The answer? Washers must 
be sold, they are not bought. Why, 
if he had been alive to his opportunity 
to capitalize his old trade, old friends, 
old reputation, he’d have made a kill- 
ing. But he thought people would 
stroll in with $150 in hand and say, 
‘Send it out quick’—and they didn’t.” 
“Just where did he fail—what par- 
ticular reasons do you believe are be- 
hind the regular retailer’s trouble in 
selling cleaners, washers and _ these 
household appliances?” I asked. 
“Well, that’s a long story, but if 
you want ’em to the point I would say 
first, failure to know the game—un- 
familiarity with the types and kinds 
of washers, and particularly the kind 
most suitable for their trade; second, 
wrong arrangement with the manu- 
facturer to start with, on the score of 
discounts, cooperation, use of advertis- 
ing helps, handling of details of de- 
livery, warehousing, servicing and 
credit; third, failure to appreciate the 
matter of selling, inside and outside 
the store—with particular ignorance of 
the demonstration problem; fourth, in- 
ability to properly handle time payment 
paper; fifth, inability to render ser- 








“Women do queerest things with household 
appurtenances” 


vice when and where needed to keep 
the customer pleased (a lost customer 
on one item may mean loss on a hundred 
in that line of business); sixth, failure 
to appreciate the kind of selling neces- 
sary to secure volume in the business, 
difficulty of securing men, holding them, 
training them and paying’ them; 
seventh—but there, you’ve got enough. 
Any one of ’em would wreck a mer- 
chant if he wasn’t careful.” 

I went out of that store with my 
eyes opened. And my visit to my old 
friend showed that, while he thought he 
had had his eyes opened to the pitfalls 
in. this line of merchandising, he had 
really had them closed—to a golden 
opportunity. And I couldn’t tell him 
—it was too late for his generation 
to pick up the reins. 


“We can’t compete” 


Down in Pennsylvania I ran across 
another old friend to whom I’d sold 
firearms. His reason why he stayed 
out of the game and saw the business 
go elsewhere was that he couldn’t com- 
pete with the lighting company. 


“You see,” he explained rather 
apologetically, “the lighting people here 
are out to get all the business. They’ve 
got women canvassers out. Their 
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“They sell a washer for $2.85 a week” 


meter-readers turn in names of women 
who have no washer, or other appli- 
ances. Then a slick salesman calls 
and buttons ’em up. I might compete 
with this, but I can’t sell on their 
terms. They sell a $150 washer for $5 
down and the balance, about $2.85 a 
week, added to the light bills. Why, it’d 
break me to do that. I’m out of it.” 

In the very next city I came to I 
was told the leading merchandiser of 
household appliances was a hardware 
store. And, strange to say, I found 
them across the street from the light- 
ing offices, in which I found “forced 
selling” going full blast. When I in- 
quired of this retailer how he managed 
to turn the trick, he said: 

“It’s no secret. A few years ago the 
power company over there owned all 
the business. But there wasn’t much 
of it, because folks weren’t electrically 
educated. Some of these good old Dutch 
families couldn’t see a washer run by 
electricity. The company tried giving 
away irons and such things—and get- 
ting their reward from the current 
paid for by the users. But soon folks 
got wise and quit—also, they grew dis- 
trustful of the company. It got in bad. 
Had a hard time holding its franchise. 
Politicians kicked it all over the place. 
Then a new gang came in, and a new 
deal. Until then we hardware and 
other fellows kept away from appli- 
ances, lamps and such things. 

“Well, the new crowd organized an 
electrical league. Got us all to join. 
Showed us that if we’d cooperate the 
company would quit giving things 
away, sell at list and would actually 
help us make sales for ourselves. They 
arranged for those of us who couldn’t 
handle our own paper to handle it for 
us—charging the goods on the light 
bills. It didn’t come all at once, but 
gradually. Then we put on a coopera- 
tive campaign. We had an electrical 
show. The company spent a lot in 
advertising for us. It went out to build 
good will for itself and the electrical 
merchants of the town. It took time, 
but they did it. When they said they’d 
keep their hands off, we went into mer- 
chandising. Being across from the 
lighting company, folks came our way 

(Continued on page 54) 
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Play Ball with Your Electric Light Company 


Every Time You Sell an Electrical Appliance You Are Building 


Up the Business of the Electric Light Company, Hence 


It Becomes a Matter of Mutual Interest 


HERE is much of mutual interest 

to be gained by friendly coopera- 

tion of the light and power com- 
pany in any community and the dealers 
who are engaged in the sale of elec- 
trical goods. 

While the company is in business 
first to sell electric current, it is also 
desirous of seeing that the customer 
receives a service commensurate with 
its cost. 

To appreciate just where the electric 
light company stands in this matter of 
selling current, it is necessary to grasp 
the meaning of the term “daylight 
load,” which resolves itself into a 
simple thing. By “daylight load” is 
meant the use of electric current dur- 
ing the daytime, when there is a mini- 
mum demand for current. Thus the 
usual electric light company must 
maintain huge power plants capable of 
supplying all the electric current re- 
quired in the evening, when homes, 
shops, stores, factories and streets are 
electrically illuminated. During day- 
time, on the other hand, there is a 
minimum demand for electric lighting, 
and such current as is employed is 
utilized in shops and factories for driv- 
ing machinery, and in the home for 
simplifying household routine and 
making life more livable. Naturally, it 
is to the interest of the electric light 
company to encourage the use of all 
kinds of electrical appliances in the 
home, to the end of building up the 
daytime load—to fill-in during the dull 
spell, so to speak. 

Since electric light companies are in 
business to supply electric current, it 
follows that they must encourage in 
every way the use of electrical devices, 
no matter whether it be an electric 
curling iron or an electric welding ma- 
chine, a vacuum cleaner or a 50-horse- 
power motor, an electric toaster or a 
japanning oven. In the home, as well 
as in the factory, it is the prime pur- 
pose of the electric light company to 
foster the introduction and the every- 
day use of electrical devices of all 
kinds. 

It is for this reason that practically 
every electric light and power com- 
pany is engaged in selling appliances 
for the home, or actively promoting 
their use by cooperating with dealers 
to build up sales. 


In promoting the use of electrical 
appliances the light and power com- 
pany must ever be the leader especially 
in doing the pioneering work necessary 
to the introduction of new devices. It 
is the light and power company that 
first creates the demand which makes 
it possible for the dealer to build up 
his sales on various devices for the 
home. 

While fundamentally the light and 
power company is interested in build- 
ing up its load for current, its interest 
in the sale of appliances extends be- 
yond that alone. The company is anx- 
ious not only to have electrical ap- 
pliances in use on its lines, but wants 
to know that these appliances are of 








How the Electric Service 
Company Can Help You 
Merchandise Electrical 
Appliances 


1: In the organization of the 
electrical department of your 
store, as regards space, fix- 
tures and personnel, | 

2: In the selection of the most 
suitable merchandise so as to 
insure brisk sales, fair profits, 
and lasting satisfaction on the 
part of the customer. 

3: In the layout of your electri- 
cal department, with special 
regard for the display of the 
goods in order to  insyre 
proper’ interest subse- 
quent sales. 


4: In the best methods of sell- 
ing electrical appliances. 

5: In arranging for the proper 
service to the customer, once 
the electrical merchandise has 
been sold and is installed on 
the lines of the electric light 
company. 


and 








such a quality as to give satisfactory 
service to the user. An appliance of 
inferior quality requiring frequent 
servicing may reflect upon the service 
of the utility company. Such ap- 
pliances build no good will, and public 
service companies prosper because of 
“good will” or favorable public re- 
lations with their customers. 

To the company engaged in selling 
appliances there is also the further 
incentive to make profit on the mer- 
chandising activity. 


With this brief picture of the interest 
of the light and power company, it is a 
reasonable conclusion that they are 
very much interested in the sale of 
appliances by dealers. Every appli- 
ance sold by a dealer increases the 
revenue for current—and helps the 
company to fulfill its final function of 
service to a community by bringing to 
the greatest number the comforts and 
conveniences made possible by electric- 
ity in lightening human labor. 

As a rule the efforts of the dealers 
in any city are appreciated and they 
are accorded the full cooperation of 
the utility company in their merchan- 
dising endeavors. One of the outstand- 
ing examples of such cooperation is the 
New York Edison Company. This 
company does not itself sell electrical 
appliances, but all business’ goes 
through local dealers. 

The Edison Company has developed 
men who assist the dealer in every 
phase of his merchandising from lay- 
ing out his store to the servicing of the 
appliances, and this service is extended 
to all classes of dealers—hardware and 
department-stores as well as to elec- 
trical dealers. 

The services of these trained men 
may be had by the dealer in organ- 
izing his electrical department, in 
selecting his merchandise, arranging 
his store, and in the proper display 
of his stock. 

If the dealer sells an appliance and 
desires an expert demonstrator to see 
that it is properly installed and fully 
explained to the housewife, such a 
demonstrator is available. The Edison 
Company also does a_ tremendous 
amount of advertising which aids in 
popularizing electrical appliances. It 
furnishes window display cards and 
price cards free of charge. It main- 
tains showrooms where these appli- 
ances may be seen in operation. But 
there is another direction in which the 
help has been the greatest and that is 
in the matter of servicing appliances. 

Here is where the electric light com- 
pany can be of greatest value to the 
dealer in his merchandising of elec- 
trical goods; for, if there is one thing 
that has made many dealers hesitate 
in handling electrical appliances on an 
extensive scale, it has been the question 
of service. And by service we mean 
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taking care of appliances after they 
have been placed in operation and, 
through normal Wear and tear, have 
come to requiré those simple adjust- 
ments and replacements which are to 
be expected of them, just as we expect 
a garage bill once in a while with the 
best automobile ever turned out. 

The average dealer is not often in a 
position to supply service. Primarily 
a merchandiser, he cannot afford to 
maintain a service department, and it 
is hardly fair to expect it of him until 
his sales reach a volume to warrant a 
special man. 

When a dealer sells an appliance he 
may, if he so desires, tell the customer 
that if any trouble should develop to 
take it to the nearest office of the New 
York Edison Company where it will be 
repaired. If the customer prefers, he 
or she may call the company who will 
send a man for the appliance. Not 
only that, but a similar device will be 
furnished while the other is being 
repaired. The dealer is then billed for 
the repair work at actual cost and he 
in turn bills the customer at whatever 
reasonable advance he sees fit. 

This service to dealers is a great 
factor in their success and solves many 
difficult problems for them. What has 
been done by the New York Edison 
Company is also being done by other 
companies. The practice can be ex- 
tended with mutual profit in many 
communities. It is especially of great 
value to the small dealer whose sales 
do not warrant the employment of a 
special service man. 

Get in touch with the manager or 
commerical manager of your electric 
service company. Maybe he can help 
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Elaborate display room of the New York Edison Company maintained for 
Yorkers 


purpose of interesting New 
you—and nine chances out of ten he 
will. At any rate, it’s worth trying. 

After all, the electrical appliance is 
only the means to an end and not the 
end itself. The end is to apply 
electricity to a certain task. If the 
appliance becomes inoperative, the elec- 
tric light company must be vitally 
concerned in correcting the trouble so 
that its electric current can resume the 
task expected of it, and the dealer that 
he may build up satisfied customers. 

Verily, “getting together” by dealers 
and the light and power eatin ttted has 
many rewards for each. 
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Another display room of the New York Edison Company, with table after table 
of electrical appliances to show how electricity can serve the household 


the 


in the use of electrical appliances 


Rales for Prosperity 


N a recent issue of our worthy con- 
temporary, Light Touches, we come 
across the following sound rules: 


1. Budget all sales, purchases, inven- 
tory and expense quotas, and maintain 
accurate records of these elements 
throughout the year. Only in this way 
can you regulate your purchases ac- 
cording to your sales, shift sales effort 
from one line to another as demanded, 
develop profitable lines, quicken your 
rate of turnover, and regulate ex- 
penses according to sales. 

2. Plan the year’s finances 
vance. Figure enough cash to pay all 
purchases within the discount period, 
to meet, all expense, to cope with emer- 
gencies, to handle credit accounts and 
to supply reserves for incidentals, de- 


in ad- 


preciation, losses, etc. 
3. Maintain minimum merchandise 
stocks. This is most important be- 


cause only thus can you quicken your 
rate of turnover, speed up profits and 
cut down expenses. 

4. Specialize on the fastest moving 
stock: The largest profits during a 
year’s time are in the quick sales, not 
in the long profit merchandise. If the 
dealer is handling brands that are na- 
tionally advertised, the customers take 
the goods without arguing and no time 
is lost in trying to convince people of 
the merit of unknown brands. 

Normally, it will be most profitable 
for the dealer to have a “Best Selling 
Full Line” on which the largest stocks 
will be carried. This is the line to be 
featured in newspaper ads, display win- 
dow and store cases. Instruct clerks 
to push this line. 
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By taking advantage of the dealer-help material and ideas offered to him by the incandescent lamp manufacturer, the retailer 


is assured an attractive window display at regular 


intervals 


Incandescent Lamps Furnish Light— 


and Profit 


An Agency for Incandescent Lamps Involves No Investment Yet 
Assures the Dealer a Good Profit with the Minimum Sales 
Effort, Because Incandescent Lamps Are Staple Neces- 
sities Which Bring People Again and Again 


merchant handling electrical goods 

what sugar is to the grocer—only 
more so. The element of profit is more 
conspicuous. 

No article of electrical merchandise 
is in greater or more frequent demand. 
The trade marked brands of the highest 
types of incandescent lamps are as 
familiar in the home where electricity 
is used as is the name of Ivory soap. 

Then, too, no electrical device is so 
essential in the many uses of electricity 
as the incandescent lamp. For many 
years it was only because of the lamp 
that homes were wired for electric 
service. While today electricity serves 
many uses in the home, none assumes 
quite the importance as its use for 
light; the incandescent lamp is really 
the foundation for this electric service. 

It is a far cry from the first electric 
lamp produced at Menlo Park by 
Thomas Edison, to the present highly 
efficient Mazda. The engineering and 


NCANDESCENT lamps are to the 


Into Your Store 


research work done in this great de- 
velopment has seldom, if ever,’ been 
equalled in any industry. 

To the dealer who has or contem- 
plates having an electrical department, 
no electrical device holds a greater 
possibility. In fact, it may be made 
the very foundation stone upon which 
such a department can be built and 
prove a source of good profits. 

First and foremost among the reasons 
for this is the fact that lamps are in 
universal use in every wired home. 
They burn out and have to be renewed. 
Consequently, they are in continuous 
demand and people like to purchase 
them at the places most convenient and 
where they are in the habit of trading. 
This brings many customers into the 
dealer’s store and affords an oppor- 
tunity not only to sell lamps but kin- 
dred lines of merchandise as well. 

It has been almost a universal ex- 
perience of dealers that the sales effort 
put behind lamps in the way of win- 


dow display, store and counter display 
and personal selling, brings surprising- 
ly good results—results far more satis- 
factory than the average line of mer- 
chandise. . 

The several manufacturers of lamps 
have done excellent work in simplify- 
ing their line so that it is easy to 
handle. Moreover, they have made 
effective an unique plan of distribution 
whereby the dealer becomes an agent 
on a compensation basis. For the 
dealer, this plan has many points of 
advantage; and, once familiar with its 
operation, it runs as smooth as oil. 

Among these advantages there is no 
capital or stock investment required. 
The dealer actually becomes a partner 
in the business with the manufacturer 
—a part of the manufacturer’s sales 
organization. The stock of lamps is 
consigned to the dealer and paid for 
as sold each month, the dealer retaining 
his compensation. This compensation 
is based upon a sliding scale dependent 
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Handle Lamps 
because— 


F you are contemplating taking on a line of elec- 
7 trical goods, one of the first things to consider is 
an agency for incandescent lamps. The advan- 
tages, as set forth in the accompanying article, are out- 
standing. You can’t lose. You have everything to gain. 
You are likely to make a lot of profit. And incan- 
descent lamps are leaders in any line of electrical goods 
—staple necessities which bring people again and again 
to your store. Obviously, you can’t build a permanent 
lamp business on poor quality lamps. You'll want the 
best. And it has been the universal experience that a 
little effort put behind lamps in the way of window 
display, store earmarks and personal selling, brings sur- 
prisingly good results; more so, in fact, than with 











They are a product with a good 


reputation 








almost any other line of goods you can mention. 








upon the volume of sales—the greater 
the sales, the greater the profit rate 
as well as total. 

There is no loss through obsolescence 
or price reductions, as the stock belongs 
to the manufacturer who even pays the 


tors, folders, and local advertising aids. 

There is, however, a broader phase to 
selling this class of merchandise than 
simply as a commodity. That phase 
is better lighting. With the lamp, bet- 
ter lighting must be sold if an ever 








You become a partner in the 
business 








insurance on it. increasing business is to be built. Umit Npphances 
Obviously, the dealer has everything In this issue and future issues will stock Wnvestment 
inte 


to gain and nothing to lose. Naturally, 
the manufacturer fixes certain responsi- 
bilities upon the dealer, but they are 
such that they work no unfairness to 
the merchant. 

There is no speculation on the part 


be found articles dealing with correct 
and better lighting for every room in 
the home. A knowledge of the proper 
light for each room in the home will 
enable the dealer more intelligently to 
advise his customers in their require- 























of the dealer as to whether he can make ments and make satisfied customers as eee 
a profit or not, for he does not risk a_ well. 36%, 
penny of his capital. To that dealer who has a store where =< a 
The selling helps offered to the dealer people come to buy and who is not al- ean — — 
are of the highest and most compre- ready handling incandescent lamps, ae 
hensive character. To those dealers there lies a real opportunity. He is eee 
who have cooperated, these helps have sure to make some profit—and is likely YS ie ge ee 
proved of the greatest value in build- to make a lot of profit, dependent upon "3 a 74 
ing sales. These helps cover a wide the application of intelligent sales ef- i ey ia = 
range of material such as window dis- fort. Many dealers are already doing ea ldiaiitiains dem ctaililien weihe 


plays, store markers, lamp demonstra- 


it so “go thou and do likewise.” 





HE various manufacturers of incandescent lamps 
have done an excellent job of simplifying their 
line so that it is easy to handle, and they have made 























effective an unique plan of distribution whereby the 
retailer becomes an appointed agent on a compensa- 
tion basis. The plan has many points in its favor from 
the dealer’s point of view, which are brought out in the 
accompanying article—the first of a series of compre- 
hensive and helpful articles on the merchandising of 
incandescent lamps. Meanwhile, why not get in touch 
with the incandescent lamp manufacturers? There is 
no better time than the present, provided you are not 
already an agent for incandescent lamps. 


No loss through ebsolescence 


| 











Advertising and sales aid for the 
asking 
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Wiring and Lighting for the Workshops 


of the Home 


There Are Many Agencies at Work to Open the Public’ s Conscious- 
ness to the Desirability of Adequate and Proper Light, 
Complete Wiring with Plenty of Electric Out- 
lets, and the Use of Electrical Devices 


HE commercial possibilities of 

electric lighting in the home are 

enormous, not only because a mil- 
lion new homes are wired each year, 
but also because of the lack of proper 
lighting equipment in the fifteen million 
wired homes. We have just left be- 
hind us the age of flames, and until 
recent years even electric lamps were 
not very efficient. The attitude devel- 
oped during the 


By M. LuckiEsH 


illuminating the kitchen. This survey 
also showed that only one out of six 
kitchens had a wall-bracket over the 
sink or other important work-place. 
Furthermore, many of the fixtures 
were not equipped with proper shades. 
These data served to emphasize the 
great commercial possibilities in the 
sale of lamps, fixtures and shades, and, 
thanks largely to such information, 


should be diffusing so that the light- 
source is not visible and the light is 
adequately diffused. Two of these fix- 
tures are illustrated in one of the ac- 
companying sketches, but many other 
shapes are quite satisfactory. The 
lamps recommended for good practice 
are the 150-watt “daylight” lamp or 
the 100-watt regular clear-bulb lamp. 
The “daylight” lamp provides light 

which is similar to 





“dark ages” natur- 


daylight and, there- 





ally persists, owing 
to the inertia of the 


public. However, 
there are many indi- 
cations that the 


householder and oth- 
ers are awakening to 
the fact that we have 
extended the age of 
inexpensive artificial 
light. We may now 
purchase as much 
light for one or two 
cents as we could a 
half-century ago for 
one dollar. There are 
Many agencies at 
work to open. the 
publie’s con- 
sciousness to the de- 
sirability of adequate 
and proper lighting, 
and the kitchen is 
one of the chief door- 


fore, mixes well with 
it. Many suitable 
ceiling - fixtures for 





Introducing M. Luckiesh 


ARE person indeed is the author 

of this article—the first of a 
series on improved home lighting. 
M. Luckiesh, first of all, is a prac- 
tical man doing practical things and 
writing about them for practical 
people. Secondly, he is a scientist 
of note. “Doc” is director of the 
Lighting Research Laboratory, Na- 
tional Lamp Works of the General 
Electric Company at Nela Park, 
Cleveland. He developed artificial 
daylight—including the daylight 
lamps and color-matching units— 
the flame-tint lamp, various devices 
for obtaining colored light, many 
light and color effects, etc. ‘“‘Doc”’ 
developed residential lighting and 
analyzed its artistic, utilitarian and 
commercial possibilities. He con- 
verts scientific achievements into com- 
mercial applications. And _ despite 
his man-sized job, he finds time to 
write books—fourteen of them to 
date—and numerous articles. Let 
him tell you, month by month, about 
improved home lighting. 








ways which have 
been chosen for in- 
troducing into the home the possibili- 
ties of modern lighting. 

In an extensive survey made by the 
writer two years ago in middle-class 
urban homes, the startling fact was 
disclosed that three out of four kitchens 
were lighted with a single drop-cord or 
an antiquated combination-fixture hung 
from the center of the ceiling. The 
remaining twenty-five per cent. of the 
kitchens generally had fixtures far re- 
moved from those representing best 
practice at the present time. The aver- 
age size of lamp in use is 50 watts, 
which is quite inadequate for properly 


the kitchen are now 
available, and expe- 
rience shows that the 
householder is recep- 
tive to better lighting 
when the advantages 
are demonstrated. 
The most conveni- 
ent control for the 
ceiling fixture is a 
wall-switch near the 
proper door. How- 
ever, if this is .un- 
available a pull- 
chain switch can be 
installed in the 
canopy of the fixture. 
Although a proper 
fixture hung close to 
the ceiling  illumi- 
nates the entire room 
quite satisfactorily, 
there is still a need 





many successful campaigns have been 
launched in the past two years. 

Proper lighting in the kitchen is not 
a complex matter because of the simi- 
larity of kitchens from a lighting view- 
point. Furthermore, it is a straight- 
forward problem because the utilitarian 
phase predominates over the esthetic 
factors. In some other rooms in the 
home the relation of these two is quite 
complex. 

The ceiling-fixture of the kitchen 
should consist of an enclosing glass in- 
stalled close to the ceiling. All, or at 
least the lower portions of the glass, 


for local lighting at such a place as 
the sink in order that the person will 
not be obliged to work in a shadow. 
Therefore, the best practice dictates 
that a wall-bracket should be installed 
over the sink and sometimes at other 
work-places. Any shade of diffusing 
glass, which is deep enough to conceal 
the light-source from the eyes, is satis- 
factory. Two types are shown in 
sketch, with pull-chain switches in 
their canopies. Of course, a wall- 
switch may be used to control the wall- 
bracket; in fact, this arrangement is 
often provided in modern wiring. At 

















least a 40-watt lamp should be used in 
wall-brackets. 

All of us can testify to the scarcity 
of electric outlets in residences. The 
survey mentioned revealed very few 
electric outlets in kitchens. In urban 
homes there were only one or two per 
home, and rarely was there one in the 
kitchen. In our layout of a nicely 
wired kitchen two electric outlets are 
shown, these being of the duplex type 
which permits two appliances to be con- 
nected at the same time to each outlet. 
The standard type is the one which 
takes the two-blade plug. One of these 
electric outlets is installed near the 
work-table where appliances may be 
located on the table. The dish-washer 
may also be attached to this outlet. 
The other one is located conveniently 
to the ironing-board, and may also be 
used for other purposes. If an ironing- 
board is not installed permanently, per- 
haps the householder will be satisfied 
with one electric outlet located near 
the work-table. In our plan we find 
the ceiling-fixture located in the center 
of the ceiling, and the _ wall-bracket 
over the sink. The locations of the 
electric outlets are also shown. Just 
as a reminder, a ventilating fan con- 
trolled by a wall-switch is located near 
the range. The wiring diagram com- 
pletes the picture. 

It should be emphasized that the 
figures from the survey quoted were ob- 
tained in large cities in middle-class 
homes. The lighting and wiring of 
homes in smaller cities and towns, and 
in the homes of workmen, is even less 
adequate and, therefore, the oppor- 
tunities for improvement are so much 
greater. Fortunately, lighting equip- 
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ment for kitchens is inexpensive and, 
consequently, within the reach of every- 
one. 

Electric light has converted the pota- 
to-cellar into a part of the house. Here 
adequate and proper lighting is wel- 
comed as in the other parts of the 
home. If the laundry is located in the 
basement, a deep shade of metal or of 
diffusing glass, containing a 150-watt 
daylight lamp, will work wonders. This 
should be located over the laundry trays 
and in front of them if possible so that 
the worker does not cast a shadow on 
the work. The switch may be on the 
wall or it may be of a pull-chain type 
on the ceiling or fixture. In the case of 
pull-chain switches in the laundry and 
in the kitchen an insulating link or 
cord should be used. In fact, porce- 
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Ceiling fixtures and wall brackets for illu- 
minating the kitchen 


lain equipment is required by the codes 
in some localities. 

The cheerfulness and convenience of 
the basement will be very much in- 
creased by an adequate number of 
sockets and switches conveniently lo- 























Sketch of a typical kitchen, showing the location of fixtures, switches and electric 
outlets. This sketch ‘corresponds to the wiring diagram shown above 








‘ron. — 
‘Soa y 7! 











hoards 











Fan 


Range 



































Wiring diagram of an average kitchen, cor- 
responding to sketch shown below 


cated. The stairway should be well 
illuminated if for no other purpose than 
safety. 

The merchant who sells proper light- 
ing equipment and is able to give good 
advice with regard to lighting the home 
is not only rendering a service to him- 
self, but also to the householder. Every- 
one involved in promoting better light- 
ing is benefiting mankind, for he is in- 
creasing safety and cheerfulness and 
conserving vision. The housewife and 
servants who have had experience with 
adequate and proper lighting testify 
with much emphasis to its desirabilities. 
It reduces drudgery because it helps 
make places fit to work in. 

The argument of cost is untenable 
for several reasons. In the first place 
the cost of good lighting is a very small 
part of the cost of living. Further- 
more, the cost of light has steadily de- 
creased during the past ten years while 
the cost of living has increased so much. 
We can afford to use much more light 
than our parents did at ourage. A 100- 
watt lamp operating ten hours consumes 
a kilowatt-hour of electric energy, which 
is the unit the electric service company 
employs. Where the rate is ten cents 
a kilowatt-hour, it is obvious that the 
cost of operating this lamp is one cent 
per hour. The cost of lamps is less than 
10 per cent of the total cost of light- 
ing. The cost of lighting the entire 
home is only as much as the cost of 
cream in the coffee of one or two per- 
sons at breakfast. The item of cost 
of lighting has been greatly magnified 
in the minds of consumers; neverthe- 
less, the computations are simple and 
they prove that the cost of lighting is 
not only insignificant when compared 
with the cost of living, but is even in- 
significant itself. In order to find the 
cost of operating any electric device, 
its rating in watts is multiplied by the 
hours of operation. This product is 
divided by 1000 to obtain kilowatt- 
hours. The cost per kilowatt-hour var- 
ies with locality. 

In closing this introductory article 
let us emphasize that the backwardness 
in lighting is due to indifference. The 
consumer appreciates good lighting 
when it is brought to his attention. 
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Your Electrical Department 


“Order gave each thing view.”’—Shakespeare 
Should Electrical Goods Be Grouped to Form a Department? 


store that sells electrical goods. 

The size and location of the de- 
partment are not at the moment at 
issue. It may be the most generously 
equipped and favorably located of all, 
or merely a showcase and a section of 
shelving. The point is that getting the 
correct answer to this question, as a 
question, and then applying it as best 
you can, according to governing con- 
ditions, means making the most of the 
opportunity for business in electrical 
goods. And every merchandiser whose 
ear is attuned to the music of the cash 
register is declared “in” on this dis- 
cussion. 

We believe that your electrical mer- 
chandise should be grouped to form a 
department, large or small, as may be, 
but nevertheless a department. For 
having a department is a logical pre- 
requisite to having a big, successful 
department. No matter if the begin- 
ning be as tiny as the proverbial acorn, 
it at least will be a sound beginning, 
which, after all, is the thing. 


[store question applies to every 


Why an Electrical Department 


One merchandiser with whom we 
discussed this question countered by 
asking for reasons why he should set 
up such a department. Knowing our 
position to be the sounder, we inquired 
why he should not do so. “I haven't 
the room,” he parried. 

We persuaded him to accompany us 
across the street, by promising to show 
him proof that he not only did have 
the room, but would gain additional 
room by doing so. We took him to a 
window where there was a display 
showing the merits of wardrobe 
trunks—of keeping things in depart- 
ments. 

In the trunk was packed an almost 
unbelievable lot and assortment of 
men’s wearing apparel—enough for a 
trip to Europe. Beside the trunk stood 
a neatly lettered placard enumerating 
all that the trunk held. We asked him 
if he would undertake to stow that 
same lot of apparel in a box of like 
dimensions and have it as neat and 
accessible. 

“Of course I couldn’t,” he agreed, a 
bit petulantly. 

We refrained from rubbing it in, 
beyond merely quoting Blair, to the 
effect that “Fretfulness of temper will 
generally characterize those who are 
negligent of order.” Then we asked 


if he had any further objections. 
“Yes, I have,” he said. “I’m afraid 
that if I put my electrical stock into 
a department that I’ll be forced to do 
the same with everything else too, 
sooner or later. And that would mean 
having to employ additional help.” 
We hastened to agree that that 
doubtless would happen in time, due 
to the increased trade that would re- 
sult in consequence of making it easier 
for people to buy in his store, remind- 








Electrical Goods Will Help 
You Plan an Electrical 
Department 


OUR electrical stock may not 

be large today, but it and 
your sales will grow. That growth 
will be all the more rapid and 
satisfactory if you are conducting 
an electrical department, no mat- 
ter how small. Perhaps in plan- 
ning such a department two 
heads will be better than one— 
yours and ours, in other words. 

Our recommendations are free 
to readers of Electrical Goods. 
But in order to help you plan 
your electrical department we 
must have before us certain in- 
formation regarding the general 
dimensions and present layout of 
your floor space. 

Simply write “Electrical De- 
partment” on one of your letter- 
heads and mail it to us, ad 
to “Plan Editor, Electrical Goods, 
or 39th Street, New York, 


A printed form will be sent to 
you by return mail upon which 
you then can supply the informa- 
tion we shall need. 

Our best efforts will be yours 
without cost. 








ing him that he then could afford that 
extra help. But it would be increased 
trade, not the fact of departments, 
that would be responsible, we pointed 
out too. We also pointed out that his 
present staff in waiting on trade could 
move more easily from department to 
department, than with this present 
confusion. 

“All right,” he agreed, “you have 
met my arguments. But now I want 
you to tell me the reasons you have to 
support your arguments.” 


Try This on Your Cash Register 


The arguments favoring an elec- 
trical department are all to the end 


of boosting business—attracting more 
buyers into the store and selling more 
to each one. Women generally are the 
purchasers of electrical goods; even in 
buying the major appliances, where the 
sum involved is sufficient to bring the 
husband into the picture, it is the 
woman who customarily is deferred to. 
The woman’s point of view, therefore, 
should be considered in disposing the 
electrical stock. And while there are 
many more points that might be made, 
the following ought to be more than 
enough to show the advantages as 
being well worth while: 

1. Women, regardless of how care- 
less they themselves may be, appreciate 
order and neatness in others and are 
critical when it is lacking. Moreover, 
their habits in shopping where goods 
are displayed in departments have de- 
veloped their preference for that 
manner of displaying them. Their 
vanity is pleased by such deference to 
their comfort. 

2. Women have an instinctive crav- 
ing to pick things up and handle them 
before buying. They like to look with 
their hands. There is sound psy- 
chology back of that trait, but this is 
not the place to go into that. 

3. In many stores much of the hard- 
ware and other such equipment is pur- 
chased by men almost exclusively; 
frequently by men in their working 
clothes—grimy hands and greasy over- 
alls. Women, on the other hand, are 
inclined to get “all dressed up” before 
setting out to buy anything. It is 
good policy, therefore, to arrange your 
store so that women, who are inter- 
ested in electrical goods and house- 
furnishings, need not seek for these 
things at the same counter where hard- 
ware is being dealt in. Women very 
frankly do not enjoy the enforced 
proximity to grease and grime which 
results when, at the same counter, they 
have to share a salesman’s services 
with men in their working clothes. We 
discussed this point with one woman 
who demonstrated her contention by 
donning white kid gloves and visited a 
hardware store selected at random, 
with us, picking up various tools and 
other items and handling them. That 
experience cost us the price of some 
new gloves, but the tip should prove 
to be worth that and more to our 
readers. 

4. When stocks are not grouped—a 
place for everything and everything in 
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its place—it frequently happens that 
aisle space is encroached upon, some- 
times by rakes, poultry wire and other 
such things potentially capable of 
eatching in women’s apparel and tear- 
ing it. Particularly is that likely to 
happen when the store is crowded and 
patrons have to squeeze by one another 
in the passage ways. 

5. Women appreciate being deferred 
to and are quick to respond to the 
stores that give evidence of trying to 
please them in this respect. Grouping 
the electrical and  housefurnishing 
goods in which their interest is para- 
mount, keeping such stocks as far re- 
moved as possible from the tools and 
heavy hardware, expresses a thought- 
fulness which instinctively begets a 
response from both women and men 
customers. 

6. Independent and unbiased sur- 
veys conducted by 
manufacturers of 
store lighting 
equipment show 
that hardware and 
house furnishing 
stores, as a class, 
are not nearly so 
well lighted as cer- 
tain other stores 
much patronized 
by women. Women, 
therefore, are apt 
to react very defi- 
nitely to this short- 
coming, indicating 
their disapproval 
by shopping where the illumination is 
more to their liking. 

Frequently those employed in such 
stores have become so accustomed to 
the shortcomings in the illumination, 
they cease to notice it at all. But put- 
ting the stock into departments will 
impart an entirely different appear- 
ance to the store, like walking into 
“the other fellow’s” store; the short- 
comings of the lighting system will be 
obvious—it will be viewed from the 
customer’s point of view, and the 
remedy all the more quickly applied. 
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Light your electrical department ee 


Practice what you preach—more and better 
lighting. Don’t use a flashlamp or match to 
show the appliance to a customer 


Keep the stock neat. 





What the Recent Home Lighting 
Contest Means to You 


OW a $15,000 electrical home 
H was won by Miss Julia S. Groo, 

a winsome eighteen-year high- 
school student of Portland, Ore.; how 
the Educational Lighting Committee in 
New York distributed Home Lighting 
Primers among the school children of 
the entire country so that the Home 
Lighting Contest might be opened to 
all; how our children took a sudden 
interest in home illumination and be- 
came critics on the subject, as they 
selected the paper fixtures and pasted 
them in the living room and dining 
room and other parts of the house 
sketched in their primers; how some 
45,000 primers and essays were turned 
in by the school children and carefully 
examined and graded and passed upon 





in order to select the winners—these 
and other features of the great Home 
Lighting Contest are now a matter of 
history. So much has already been 
published on the subject that we need 
not take up space with a reiteration of 
facts already so well known. 

But what of the aftermath of this 
great contest? What has it accom- 
plished in general, and what does it 
mean to you and your business in par- 
ticular? In plain English, how can 
you cash in on that contest? 

In the first place, the Home Light- 
ing Contest has had far-reaching 
effects. Through the school children 
contestants, the average American 
family has come to understand the 
principles of modern illumination and 
the importance of better home lighting. 
There has been a wholesome interest 
developed in properly designed fixtures 
and shades and electric lamp bulbs. 
The desire for additional fixtures and 
portable lamps has been created in tens 
of thousands of homes, and money 
which would normally go for other 
household furnishings is now being 
diverted into the channel of lighting 
equipment. In brief, an educational cam- 
paign of vast magnitude and importance 
has been successfully consummated. 
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‘ There is no excuse for piling it up any which way. 
wasteful of time, space and temper—and it may cost you the loss of sales 


Women get all dressed up to go shopping. 

Therefore, don’t wait on them in overal 

and over a dirty counter if you would sell 
them electrical appliances 


Well, the long and short of it is that 
an active market for improved home 
lighting fixtures, properly designed 
shades and other items making for 
better household illumination, has been 
created for you. 
The public has 
been “sold” on the 
idea of installing 
good fixtures in 
the home being 
wired, and of re- 
placing old - fash- 
ioned, eye - strain- 
ing fixtures of the 
gloom and glare 
variety with the 
latest fixtures 
which are primar- 
ily lighting fix- 
tures rather than 
mere ornaments. 

With this better home lighting in- 
terest still at fever heat, it is up to you, 
as a progressive merchant, to step in 
between the manufacturers of illumi- 
nating equipment and your local pub- 
lic. Study the subject of illumination. 
Acquaint yourself with the basic prin- 
ciples, which are simple enough. Keep 
the matter before your local public by 
distributing the excellent informative 
literature brought out by various 
manufacturers of illuminating equip- 
ment. Stock the various lines of il- 
luminating equipment which seem best 
suited to your kind of trade—a nice 
line of fixtures which, while of attrac- 
tive design, are primarily good light- 
ing fixtures bearing out the lessons of 
the recent Home Lighting Contest; an 
assortment of portable lamps which 
incorporate good lighting principles; 
a supply of electric bulbs of many 
styles and sizes; a more or less elabo- 
rate line of glass and other shades. 

The window display should net be 
forgotten. By means of attractive 
window displays you can keep alive 
the interest in better home lighting and 
let your public know that your store 
is the place where they can convert 
their ideal of a properly illuminated 
home into a prompt realization. 


KETY 


It’s 
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Just Among Ourselves 





Radio—Let Us Make It Safe and Sane 


RULY “radio is in the air” in more ways than 

one. What is good merchandise to sell, what 
is the best way to sell it, who is the best fitted 
to sell it, and a multitude of such problems pre- 
sent themselves to dealer, jobber and manufac- 
turer. 

The great demand for radio apparatus has 
caused many new manufacturers to enter the radio 
field. Many of them will stay but many more will 
fall by the wayside as radio “finds itself.” It is 
inevitable that this should happen as the industry 
approaches stabilization—a condition which is now 
beginning to appear in the offing. 

The dealer who expects to build a permanent 
business in radio would do well to exercise caution 
in selecting the brand or brands of radio he is to 
handle. 

There are three important factors which should 
be his guide in the selection of the apparatus on 
which he expects to build his business. The first 
consideration should be the manufacturing expe- 
rience back of a product. Does this experience be- 
come a guarantee of the excellence of the prod- 
uct? This is something of which the dealer should 
assure himself. The second cwnsideration is 
financial stability. Is this such that the dealer 
may safely go ahead with his development 
plans for radio sales and know that some day 
out of a clear sky he will not get the news 
that the manufacturer whose goods he is selling 
is out of business? The 


Circumventing the Peddler 


HE canvasser, or the house-to-house salesman, 
is as much abroad in the land in the sale of 
electrical goods as in many other commodities. 
There is no doubt but what this type of selling has 
been a factor in making sales of electrical appli- 
ances—particularly those of the motor-driven type. 
Whether this salesman has had a constructive in- 
fluence is entirely dependent upon the objective and 
policies of the manufacturer whom he represents. 
If the policy of the manufacturer is to go into 
a city or town with the sole objective of making 
sales and ride rough shod over the heads of local 
dealers as has been done to a great degree, then, 
in the final analysis, the result is one of destruction 
rather than construction. Merchandise is not well 
sold, for too often anything is promised to get the 
name on the dotted line with the first payment by 
a salesman who is here today and gone tomorrow; 
the turnover of such salesmen is very great, adding 
tremendously to selling costs; there is that loss of 
dealer good will to the manufacturer, and this 
good will is a great factor in establishing the con- 
fidence of the customer in the product of a manu- 
facturer. Sooner or later all these influences create 
a sales resistance which no manufacturer can per- 
manently overcome. 

But there is that other type of manufacturer 
who cooperates with the dealer in promoting sales 
by house-to-house methods. His merchandise is 
cleared through the dealer and at the same time 

this dealer is schooled in 








third consideration is the 
merchandising policy of 
the manufacturer. Is ita 
policy which is standard- 
ized so that it will give to 


the dealer a fair chance, or 
profitable. 


HOW THE OTHER MAN DOES IT 


E believe that one of the best things we 
can do to help dealers in the sale of 
electrical goods is to keep them informed as 
to methods which other dealers have found 
To do this we shall seek from 


sound methods of profitable 
merchandising. Under such 
a policy the operation be- 
comes a constructive force 
for manufacturer and deal- 
er. The manufacturer not 


is it a policy which vacil- 
lates as expediency may 
dictate? No dealer in radio 
can afford to “play ball” 
with a manufacturer whose 
policies do not bear the 
stamp of good business 
ethics and may change with 
every new moon. 

Keep these three things 
in mind when you select the 
product you sell if you 








all classes of merchants those methods which 
they have found advantageous. Any plan by 
which sales have been increased on a sound 
ethical and profitable basis by one dealer 
can be put into effect by another. 

From all fields of electrical merchandising 
activity, whether light and power company, 
hardware store, electrical store, department 
store, or what not, we shall try to give to our 
readers that which has been found best in 
oh eat a permanent business in electrical 
goods. 














only makes sales, but builds 
for himself sound retail dis- 
tribution. 

If the practice of house- 
to-house selling direct from 
manufacturer to consumer 
has become as great an evil 
as many believe, we should 
look for its source and try 
to correct it. The very root 
of this practice may be 
found in just one thing— 








would build a permanent profitable radio business. 
P.S. As an afterthought, we might say that 
these same three factors apply with equal force 
in the wise selection of electrical goods of all 
kinds. : 


manufacturing has outstripped distribution devel- 
opment. The blame for the practice cannot be laid 
entirely at the door of the manufacturer. The deal- 
er, too, must share the burden, for often his indif- 
ferent attitude or lack of aggressive selling has in- 


























fluenced the manufacturer to resort to suchmethods. 

Had the dealers and jobbers awakened to their 
opportunities and given that cooperation to which 
the manufacturer is entitled in promoting sales, it 
is doubtful if the practice would ever have as- 
sumed its present proportion. If house-to-house 
salesmen are necessary to sell a commodity, then 
let the dealer use them and work hand in hand 
with the manufacturer on an equitable basis in 
training such men. The 


effectively, stock and sales records become the 
barometer by which profits are determined. 


Your Own Electrical Market 


O you know how many homes in your city are 
wired for electricity? Do you know how many 

of these homes have electric irons? Do you know 
how many have electric washing machines? Do 
you know what possibilities there really are in your 
own city for electrical 








manufacturer, out of his - 
experience, is qualified to 
do this; and the dealer 
has not only the advantage 
of trained assistance but 
also is securing gratis a 
training himself in how to 
move more goods. 

There is but one way for 
the dealer to circumvent the 
peddler selling direct from 
the manufacturer, and that 
is to go and do likewise— 
meet such competition by 
going after it. Fight fire 


exchange of ideas. 








WHAT DO YOU WANT TO KNOW? 


— is much to be gained by inter- 
change of experiences. 
that many of our readers are struggling with 
some merchandising problem which some 
other reader has solved. 

For this reason the columns of ELECTRI- 
CAL GOODS are open to all readers for the 


f you have a problem that is bothering 
you, write us. Maybe we can find the answer. 
Tell us what you would like to see in ELEC- 
TRICAL GOODS—it is only by knowing 
what you want that we can make the publi- 
cation of greatest service to you. 
respondence will be most helpful to us. 


sales? Of course you can 
only know this by an anal- 
ysis of your home market, 
but such analysis will pay 
big dividends. 

Do you know the man- 
ager or commercial man- 
ager of your electric ser- 
vice company? Maybe he 
can help you—and nine 
chances out of ten he will. 
He is most anxious to see 
more electrical appliances 
on his lines, but he also 
wants to know that the ap- 


It is probable 


Your cor- 











with fire. In the game for 


pliances are of a good qual- 





business, the local dealer 

has the “edge” every time; and when he demon- 
strates his ability to secure a sales volume, any far- 
sighted manufacturer certainly would prefer to 
see his business come through the dealer. 

There is a joint responsibility in stamping out 
an uneconomic practice in selling, and the dealer 
must assume his share in order to get the coopera- 
tion of the manufacturer. If he does not get it, 
then let his protests be heralded to the four corners 
of the earth. 


Stock and Sales Records 


T is a fact that very often the difference between 
profit and loss on sales lies solely in the ques- 
tion of stock movement or turnover. Of two mer- 
chants doing exactly the same volume of business 
at the same gross margins, one will make a profit 
and the other show a loss. In nine cases out of 
ten the secret of the merchant making money is in 
turnover. 

Now, no merchant can know whether he is se- 
curing adequate turnover unless he has some basis 
for analyzing stock and sales. It is imperative, 
therefore, that he keep some system of stock and 
sales records. Such records will not only show him 
his rate of stock turn but will also be a guide to 
him as to what quantity of any item to purchase 
and when to make the purchase. It will also indi- 
cate to him the seasonal demand for any com- 
modity. 

To make the picture complete these records of 
sales should be kept on each item handled if he is 
to know on which he is making or losing money. 
Wherever a business organization is functioning 


ity. To him there is a good- 
will feature in his public relations problem at- 
tached to the sale of an appliance. A poor appli- 
ance, which gives poor service, is often a reflection 
upon the service of the electric company. 
There is a lot to be gained by his acquaintance, 
for he can be of much help to you in your electrical 
sales. Why not slip around some day and see him? 


The Dealer on Main Street 


HE dealer whose store is on any main thor- 
oughfare of a city very often overlooks the op- 
portunity to increase his business. If he will make 
a study of his local market and find what people are 
buying that can be added to the lines he is selling, 
as often as not he will find a gold mine right at his 
door step. 
Too often he is content to go along in the “even 


_ tenor of his way,” making such sales as come to 


him when there is many a specialty or line of spe- 
cialties which he could most profitably add to his 
stock. On many of these lines he could be making 
ten- to fifty-dollar sales, where he is now making 
one- to five-dollar sales. He is pursuing a “penny 
wise and pound foolish” policy. 

The development of the specialty store which 
has brought added competition to the established 
dealer, has been made possible very largely because 
of this lack of foresight in business opportunity. 

The dealer can only check such competition by 
keeping abreast of the times; and the best way to 
do this is to know what commodities people are 
buying, add them to his stock and then go after 
sales. While on this subject what line could be 
more profitably added than electrical goods! 
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From the Womans Point of View 
A Good Impression Is Half of the Sale of Electrical Appliances 


personal experience, observation 

and research conducted by me in 
an effort to present to the retailer the 
feminine purchaser’s point of view re- 
garding the general appearance of his 
store, the ease with which shopping 
can be done there, the personality of 
his sales people, and their method of 
demonstration and selling 


Tome articles are the result of 


Advantages of a Department or Section 


To begin with, it is conceded that 
women generally are as vain about 
some things as men, one of these vani- 
ties being to shop in a reasonably good 
store. It is our opinion that the store 
which is most likely to give us satis- 
factory service usually looks the part. 
Women, you see, are sticklers for ap- 
pearances—perhaps because appear- 
ances play such an important part in 
our own lives. 

Frankly, my reaction to the appear- 
ance of some hardware stores, and also 
department stores, has been anything 
but favorable. To my own satis- 
faction, at least, I have thoroughly 
proved that appearances are a fairly 
reliable gauge of the service to be 
expected. That many  =~*merchants 
recognize the importance of store ap- 
pearances is confirmed by the large 
number of hardware stores that are 
now departmentalizing the stock. 

Every housewife realizes what a 
difficult task it must be to bring order 
out of chaos—for that is the way most 
hardware stores look to us—but we 
know it can be 


By EtHet Wan-RESSEL CHANTLER 








Your Customer—the Woman 


T is a fact that electrical ap- 
pliances are purchased large- 
ly by women. 

With a view to aiding the re- 
tailer in this connection, especial- 
ly the retailer who has not been 
selling to women prior to taking 
on electrical goods, we have asked 
Mrs. Chantler to write a series of 
articles entitled “From the Wo- 
man’s Point of View.” Starting 
out with the general aspects of 
the problem and its solution, Mrs. 
Chantler, in subsequent articles, 
will tell us of the specific things 
we must do in order successfully 
to sell electrical appliances to the 
feminine trade. This is to be a 
sort of “‘behind the scenes”’ series. 
We shall be shown the seemingly 
mysterious workings of the femi- 
nine mind, which, when analyzed 
from a straight merchandising 
standpoint, prove perfectly logi- 
cal, 

Always must we bear in mind 
in selling to the women folk that 
theirs is the oldest industry— 
housekeeping. When we _ en- 
deavor to sell them electrical ap- 
pliances to lighten their work, we 
must sell them an aid in doing 
their work, rather than endeavor 
to revolutionize housekeeping. 
We must not tell them what to do 
—we can only suggest and aid. 
But let Mrs. Chantler tell the 
story, since it is the woman’s 
point of view we are after. 








< 
upon him to try it. And he did. 
To make a long story short, in two 


ances, one cleaner and one washing 
machine. In the first week he sold the 
cleaner and developed several good 
prospects for the washer, in addition 
to selling many small appliances. 
Nearly six months have passed and he 
is about to put in an additional make 
of cleaner and washer; an ironer and 
dishwasher. Conditions that speak 
for themselves. 

There is no question that women will 
patronize a place that is orderly, invit- 
ing and where they can shop in com- 
fort. Their native curiosity and tend- 
ency to “shop” is a guarantee. 


Location of Department 


Electrical appliances, large and 
small, have a peculiar fascination for 
us. They are new. Also they open up 
undreamed-of possibilities in expedit- 
ing housekeeping. Few women car 
resist investigating them. For this 
reason the more prominent the location 
of the department or section the larger 
will be the sales. In the hardware 
store a good place would be at the right 
of the entrance—or a spot where good 
light at all times is assured. In the 
department store an advantageous loca- 
tion would be near the elevator or 
stairs. 


Furnishing and Proper Installation of 
Electrical Receptacles 


The furnishing will vary with the 
size of the department. Intimacy 
should be its goal. It should not, how- 
ever, be confused with seclusion. A 
rug, even a small 
one, is desirable. 











done if one will 
take the time and 
trouble. For this 
reason we shy at 
stores, the owners 
of which appear 
indifferent to this 
confusion. 














The size of the 











store or depart- 
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ment has little to 
do with it. Itisn’t 























the amount of 
space that counts, 
but the use which 
is made of it. We all know that. 

A friend who owns a hardware and 
housefurnishing store in a small New 
York suburb insisted for a long time 
his store, which was of the double 
window type, was too small to depart- 
mentalize. One evening I prevailed 


“It is our opinion that the store which is most likely to give us satisfactory service 


usually looks the part’ 


weeks his store was making an effec- 
tive bid for the approval of the com- 
munity. Whereas before his entire 
stock of electrical merchandise com- 
prised only curling and flat irons, 
lamps and plugs, at my suggestion he 
put in a complete line of small appli- 








This will serve two 
purposes. Add to 
the appearance 
and may also be 
used for demon- 
strating the 
cleaner instead of 
the usual smal] 
mats sprinkled 
with flour. These 
always have a ten- 
dency to make a 
woman smile, the 
absurdity being 
that rarely if ever is a cleaner called 
upon to remove flour from rugs. It is 
expected to removeygrime, dust and 
sand which no doubt the rug will con- 
tain—at least in a convincing degree. 

Women on the whole are far more 
practical than they are usually credited 



































with being. One expression of this 
phase is in wanting to see electrical 
appliances demonstrated under actual 
conditions. This might explain the 
amazing success of the door-to-door 
canvasser. 

A properly hung mirror will add to 
the scenic effect as well as to give us 
a chance to powder our noses, if they 
need it, and put ourselves otherwise 
to rights. This is always conducive 
to that mental tranquility which is 
likely to make us more susceptible. 

A plant or two will introduce the 
new and cleaner order of housekeeping, 
where a housewife may cook on the 
table without in the least harming a 
thriving plant nearby. If a window 
is near, dress it in dainty checkered 
gingham or voile—a dainty touch 
which completes the dream kitchen of 
every woman. 

A small cabinet in which may be 
kept soap, water sprinkler, bits of 
wash for washing and ironing demon- 
strations, bread for toasting, and in- 
gredients for waffle making, is de- 
sirable. 

Chairs are a very important item. 
Their comfort will greatly induce the 
buying mood. Few of us, men or 
women, incline to make a _ decision 
while standing. 

Another important factor is the in- 
stallation of electrical outlets. Too 
often these receptacles are installed in 


25 


inaccessible places. The sales person 
is obliged to kneel and grope around 
for several minutes to “plug in” the 
appliance while the customer im- 
patiently waits and is often made to 
feel uncomfortable for having caused 
so much trouble. To be most con- 
venient these receptacles should be in- 
stalled waist high in an accessible 
portion of the wall. Receptacles 
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Lad 
In selling to the women folk, chairs are a 


im 
very important item 


dropped from the ceiling are best for 
demonstrating electric irons, because 
they express the ideal condition under 
which to use the iron. 


Arrangement of Stock 


Table appliances may be effectively 
displayed on a table which has been set 
for a meal. In this way one may dis- 
play the grill, toaster, waffle iron, coffee 


percolators and others, together with 
other household equipment in_ stock. 
Or they may be grouped atop of the 
display cases. In either instance they 
should be easily available for the cus- 
tomer’s inspection. With these may be 
displayed various portable plugs and 
the like. 

Major appliances appear to best ad- 
vantage grouped in home fashion. The 
washer, for example, should stand next 


aa | to tub or sink, if possible, or at least 


where water may be run into it easily 
for demonstration. Hose or one of the 
patented fillers may be thus displayed. 
Washline, pins, basket and other wash- 
ing accessories may be placed nearby. 
The ironer, if one is carried, should be 
near the washer, while accessories 
necessary for ironing should be some- 
where in the background. The dish- 
washer should also be near running 
water, together with long-handled 
mops, scrapers, etc. Enough space to 
invite inspection comfortably should be 
left around each major appliance. 

Each display should be _ sufficient 
unto itself. The order and expediency 
will appeal to every woman who enters 
your store. They will inspect the dis- 
play and talk about it everywhere, be- 
cause anything that has to do with 
housekeeping has been, is, and probably 
always shall be our favorite topic of 
conversation. All of which spells busi- 
ness expansion for you. 





Sell the Idea of Electrical Service! 


pioneer electric lighting company 
opened for business and gave 
the public its first glimpse of the in- 
candescent lamp illumination. Since 
then have come all of the present-day 
uses of electricity. Today the electri- 
cal industry ranks in the United States 
as one of the three biggest businesses. 
All this within the lifetime of mgn 
still active in business—ask Edison. 
Today there are fifty-four and more 
accepted uses for electricity in the 
home, and upward of 12,000,000 homes 
wired for electrical service. The elec- 
tric washing machines in use number 
more than 3,250,000; the electric clean- 
ers more than 4,000,000. Electric iron- 
ers, refrigerators, ranges, cookers, 
grills, toasters, waffle irons, percola- 
tors, Sewing machines, flashlights, heat- 
ing pads, curling irons, vibrators, im- 
mersion heaters, utility motors, fans, 
portable heaters, hair dryers, toilet ac- 
cessories, portable lamps, and so on— 
these would boost the total to an almost 
incredible figure. 
Only in part has this spectacular 


() vic: forty-three years ago the 


progress been due to electricity’s many 
and almost miraculous services to man- 
kind. Not even if its economy and the 
high excellence of electrical products 
were added would the explanation be 
complete. There is yet another factor, 
a factor that has been so constant 
throughout these forty-three years, 
that its very obviousness has acted to 
obscure its significance. Yet it is very 
simple. 

Nobody knows what electricity is; it 
is comprehended only in its manifesta- 
tions. The electrical industry, there- 
fore, has been forced to sell correctly 
from the very beginning, by telling 
what electricity would do—selling the 
idea of its service. 

Readers of this journal in selling 
non-electrical lines, appear only too 
often to devote effort to selling the 
thing itself, rather than the idea of 
benefit conferred through possessing 
it. And that is all right, too, in in- 
stances where the public is already 
sold on the idea. Nobody needs to be 
sold on the idea of shoes, or a saw— 


generations of usage have seen to that. 
J 


Such selling boils down to the mere 
question of influencing the customer’s 
selection in favor of a particular of- 
fering. 

Sell .the idea of electrical service— 
the saving of time, labor and money. 
The customer is interested in the par- 
ticular product — flashlight, curling 
iron, washing machine, or what not— 
because of the service it performs. If 
the idea of that service is not appeal- 
ing, there is then no desire to purchase 
the appliance. On the other hand, when 
the desire for the service is sufficiently 
strong, a purchase inevitably follows. 

For your own benefit you should 
know how a product is made—mate- 
rials, workmanship, finish, and so on. 
The customer, too, will ask about those 
things after having become interested 
in the service performed by that par- 
ticular product, but not before. So 
think and talk in terms of what the 
appliance will do for the customer. 
Dwell on its labor-saving possibilities, 
its contribution to comfort, its cleanli- 
ness, rather than the thing itself. 
SELL THE IDEA, 
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Electrical “Pidgin” English—I 


the cause of his ups and downs. 

The scholar values it because of 
its steady light. In the household it 
is looked upon as the something that 
is taking the drudgery out of house- 
keeping. To the dentist, who formerly 
treadled his “infernal” drill, it is a 
means whereby he now can devote all 
his attention to watching you squirm. 
And thus it goes. To each one accord- 
ing to his needs. But always itself 
ever the same—ELECTRICITY. 


Ts the elevator man Electricity is 


Voltage—IiIn Everyday Terms 


The electrical pressure which sends 
electric current through a_ wire. 
“Pressure” designates the force which 
sends water through a pipe. _ Elec- 
tricity also is a something, just like 
water. Pressure, therefore, is needed 
to send it through a wire. Hence, volt- 
age. But there is this difference. In 
speaking of water flowing through a 
pipe we say there is a pressure of so 
and so many pounds. Whereas with 
Electricity, “voltage” not only signifies 
pressure, but is also the unit of meas- 
ure in stating how much pressure. 
For example, a 15-pound water press- 
ure differs from a 30-pound water 
pressure as current at 60 volts differs 
from current at 120 volts. Water is 
transmitted through hollow pipes, but 
electric energy is transmitted along 
solid wires. Again, water runs through 
the hole in the pipe, the pipe confining 
and preventing the loss of water. In 
the transmission of electric energy the 
copper core of the wire may be taken 
to correspond to the “hole” in the pipe. 
The insulation corresponds to the pipe 
itself, confining and preventing the 
escape of electrical energy or current. 


Ampere—In Everyday Terms 


The rate of flow of Electricity 
through a wire is expressed in 
amperes. That is to say, the amount 
passing through the wire per second. 
To make it still plainer we talk of the 
rate of flow of water sent through a 
pipe as being so and so many gallons 
per minute. Whereas with Electricity 
we say that the rate of flow equals so 
and so many amperes. 


Ohm—In Everyday Terms 


When water flows through a pipe 
there is a certain friction set up which 


Everyday Terms You Must 
Know in Selling Appliances 


By Utysses Proctor COLLINS 


acts to retard the flow. The amount 
of this friction is influenced by the 
diameter of the pipe and the quantity 
of water passing through it. When 








y LECTRICITY is one com- 
modity that is purchased un- 
seen. The customer sees the 
wires that convey it to the house 
and is thankful for its many ser- 
vices—lighting, washing, cleaning, 
cooking, and what not? But 
Electricity itself is unseen. One 
may not order a pound of it 
wrapped up, nor insert a finger 
into a quart of it to taste it. Per- 
haps that explains much of the 
isapprehension concerning it. 

In learning about anything new 
to us, we are helped by likening 
it to something with which we are 
familiar. It will be helpful to 
do this in thinking about Elec- 
tricity. 

Nobody, for example, has ever 
seen thoughts. Yet when we view 
a stately cathedral, a mighty ship, 
a beautiful painting, we realize 
that we are gazing upon thoughts 
made manifest. Thus it is with 
Electricity—we see only its mani- 
festations. So you can begin by 
congratulating yourself upon 
knowing as much about Elec- 
tricity itself as the next man— 
nothing. 

But you ought to know some- 
thing concerning the characteris- 
tics of Electricity as displayed by 
its manifestations. Not in the 
technical language of the _ en- 
gineer and laboratory worker, but 
in everyday terms that your cus- 
tomers will readily understand. 
Many of your customers, as a 
matter of fact, already do know 
these things. 

Mr. Collins has made these 
facts very simple, as it seems to 
us. ers of ELECTRICAL 
GOODS will find this and follow- 
ing articles decidedy helpful. 
They will supply those charged 
with the sale of electrical goods 
ecith just what is needed in order 
to render good service to cus- 
tomers. A very excellent reason, 
in other words, for preserving 
this and following issues of 
ELECTRICAL GOODS for the 
benefit of new additions to your 
sales staff.—EDITOR. 











Electricity flows through a wire, fric- 
tion also occurs. When we talk of 
the friction occurring in the instance 
of water flowing through a pipe, we 


speak of it as being merely so and so 
much resistance. But when we refer 
to the resistance set up by the passage 
of Electricity through a wire, we meas- 
ure that resistance in ohms. That is 
to say, the ohm is the unit of electric 
resistance. 


Watt—In Everyday Terms 


The amount of power produced by 
a given number of amperes sent 
through a wire at a given voltage is 
expressed in watts. In other words, 
“horsepower” is the measure of power 
produced by a given number of gallons 
or cubic inches of water per minute 
sent through a pipe at a given pres- 
sure. By that same token, when it is 
Electricity that is being considered we 
use watts instead ef horsepower. But 
watts, in turn, may be measured in 
horsepower, when the energy is used 
for power purposes, or in candlepower 
when used for lighting purposes. 

To make it yet plainer, watts are 
the accepted form of measuring elec- 
tric units of power or energy, just as 
“foot-pounds” are a measure of power 
or energy. A horsepower, for ex- 
ample, is the amount of energy re- 
quired to raise a weight of 33,000 
pounds one foot from the ground in 
one minute, 746 watts equals one horse- 
power, or 33,000 foot-pounds per 
minute. 


Kilowatt—In Everyday Terms 


One thousand watts. The word 
“kilo” means one thousand. In other 
words, 2000 pounds equals one ton and, 
in the same way, 1000 watts equals 
one kilowatt. 


Kilowatt Hour—In Everyday Terms 


A kilowatt used for one hour is 
called a kilowatt-hour. Kilowatt-hour 
is the unit employed in selling Elec- 
tricity. In other words, if the flow 
of water through a pipe was known 
to equal one quart per minute, and 
you kept the tap open for one hour, 
you would be chargeable with having 
used sixty quarts of water. By the 
same token, energy flows through the 
wires in your house and is set to work 
making coffee, washing clothes, light 
or what not. As often as a thousand 
watts flow through the wire, you are 
charged with having used one kilowatt- 
hour or 1000 watt-hours. 
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an endless round of tasks and of drudgery. Too often the exhausting la- 
bor of each day so drained the resources of the home-maker that she had 
little strength or time left for companionship with her husband and children. 
Today electrical power has been harnessed to household tasks, releasing the 
woman-power for the more important work of entering fully into the lives of her 
family and of serving the community. With the “Little Servants of the Home” 
at her command any woman, however moderate her means, can keep a perfect 
house and yet have leisure. 
She stays youthful and alert because she has mastered her work of housekeep- 
ing—it is not permitted to drain her vitality, absorb her life, dull her spirit. 
And in the hour “When lamps are lit and curtains close us in” and tempting 
armchairs bring ease, to lightly twirl an ebony knob and have the world at your 
finger tips seems part of evening’s magic spell. Music for the weary, stories for 
children, lectures for the serious minded, ringside news for the sport, and for the 
restless jazz! Radio offers all things to all of us, giving the final touch to the 
home electrical, to which this month’s graphic section is dedicated. 


OME-MAKING, the most important work in the world, for years meant 
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Curls and waves, with a professional touch, yet made at home, 

are possible to the owner of an electric curling tron. The 

large smooth bore of the curler; the even, sustained heat; 

the fact that the curler cannot overheat and burn the hair, 
are all features of the electric curler 


Air, hot or cold, is ready in an instant with an electric hair- 


dryer. Turn the switch and regulate the heat. 

nozzle in every direction; let the drying air reach under- 

neath the mass of hair to the roots and separate the hair, 
and see how simple it is to rid hair of moisture 


Turn the 
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The violet ray—virtually an electric shower bath—is very 
useful in stimulating and treating the network of nerves in 


the human body. 


Neuritis, sciatica, neuralgia, fatigue, 


sleeplessness—these and other ailments may be treated with 


the violet ray now available for home use 


The skin becomes sallow because of insufficient blood supply ; 

massage relieves this trouble. An electric vibrator massage 

brings the blood to the part treated, makes the skin tingle 

and brings a sparkle to the eye. Also valuable for massag- 
g scalp, tired muscles and relieving pain 


Photos © The New York Edison Company 
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Hot water for shaving? In four minutes an electric im- 
mersion heater will bring a glassful of water to the boiling 
point. In the nursery an electric immersion heater is also 
valuable—for sterilizing bottles, for heating milk, and so on. 
Also in the sick room for small quantities of hot water 
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Housecleaning used to be dirty work, but the electric vacuum 
cleaner has changed all that. It draws all that dust and 
dirt from the floors, carpets, draperies and furniture into a 
dust-proof bag. It nearly eliminates the need for dusting, 
though furniture will still need an occasional polishing 





The soft, cozy wooliness of an electric heating pad is in itself 
restful. And then to feel waves of warmth or of intense 
heat pass through one at will—and to know that the com- 
forting heat will continue, uninterruptedly! With the warmth 
comes relaxation, drowsiness, sleep—even relief from pain 





Three hundred thousand stitches for one cent of electricity! 
How the work flies when electric power is substituted for 
woman power. The slightest pressure of knee or foot regu- 
lates the speed of the machine, and both hands are free to 
guide the work and to give those expert little touches 
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THE TRADE MARK KNOWN IN EVERY HOME 
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LANDERS, FRARY & CLARK, NEW BRITAINSCONN. 


Household Appliances 


| gaanpantlpn servicing is reduced to the minimum 

then you sell UNIVERSAL Household and Motor 
Appliances—they are substantially built to give lasting 
and satisfactory service—they make satisfied customers 
and build prestige for you 1n the bargain. 


LTHOUGH sold at popular prices, costing little or 
no more than ordinary lines, UNIVERSAL Appli- 
ances offer your customers the best values obtainable, 
whether that value is measured in quality of materials, 
attractiveness of design, in workmanship, or in service 
rendered. Every Appliance is unconditionally guaran- 
teed to satisfactorily perform the task for which it is 
intended. 


Landers, Frary & Clark, New Britain, Conn. 







Manufacturers of the 


Famous UNIVERSAL Home Needs for Over Half a Century 
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THE TRADE MARK KNOWN IN EVERY HOME 
Ge 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. | 





Motor Appliances 


ne advertising has firmly established the 
| merits and reputation of the UNIVERSAL line. 
The buying public always expects much from goods 
stamped UNIVERSAL. You can offer substitutes for 
UNIVERSAL Goods, but it won’t pay you to do so. 


ara big thing about selling UNIVERSAL House- 
hold Helps is that they are always satisfactory and that 
one sale will lead to many others. Good things are always 
passed along—satisfied customers show them, talk up 
their merits and help you sell more. 





HERE isa UNIVERSAL 
Household Help for every 
Klectrical Home Need only a 
few of which are illustrated 
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Breakfast cooked at the table is so enticing. The unbroken 
companionship, for there need be no last minute trips to the 
kitchen—and the hot foods so deliciously fresh—make the 
meal one to be lingered over and relished. The electric 


toaster, electric coffee percolator and grill do the work 








Baby’s health and good nature, the family’s comfort and 
pleasure—-all depend on baby’s milk. Baby cannot under- 
stand delays. If his milk is not ready, he protests; if it is 
not properly heated, he may be sick. Hence the electric 
milk warmer, which heats his milk in three minutes 
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Hot waffles! Bake them right at the tea table. No smoke. 
They cook on both sides at the same time. Always a deli- 
cate, crisp brown. Electric waffle irons have made waffles 
popular. Serve them for breakfast, lunch, tea or dinner. 

Both your family and guests will be appreciative 





Cozy warmth, instantly, wherever wanted! The electric 
radiant heater can be placed where its warm beam may be 
thrown in any direction. In the nursery it can be placed 
out of the children’s reach; or they can warm themselves 
around it. And the electric heater is safe—no fire, no flame 
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An ice cream freezer, electrically operated, will prove popular 
with the family for several reasons. The ice cream will be 
of finest texture; no one will be tired from making it; and 
ice cream will be served more often. Also, ices, sherberts, 
and -other frozen desserts—have them often—without trouble 











Sheets, table linens and flat work—especially the larger 
pieces—an electric ironer does the work rapidly and well. 
Linens get a beautiful, even gloss from the pressure of the 
heated rolls. The operator merely guides the article, the 
troner does the work. Sheets are ironed in four minutes 
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Wash at home the easy, safe way with an electric washing 
machine. Use the soap you prefer, handle the clothes with 
care, and yet do no hard work yourself. At the turn of the 
switch the electric motor will work the machine, forcing the 
cleansing suds through the garments and chasing dirt 
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With an electric iron one is no longer forced to work near 
a stove. Iron in comfort! Then there is the electric fan, 
which keeps us cool in summer. But the electric fan is 
also useful for keeping us warm in winter, by circulating the 
warm air of furnace or radiator, and saving on coal bills 


Photos © The New York Edison Company 
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Refrigeration by wire iceless refrigeration emancipation 
from the iceman! Milk has been kept sweet in an electric 
refrigerator for two weeks. Other foods a correspondingly 
long time. Cold, dry air keeps the inside of the refrigerator 
always at the same temperature, regardless of weather 


Prepare the dinner in the morning; set the clock for the 
desired time, and forget cooking for the rest of the day. 
In the evening the meal, cooked by retained heat, will be 
ready to serve. Prepare a whole dinner in this electric cooker 
stove, using no more current than your electric iron 





Asa general kitchen servant this new electrically-driven unit 
is many-sided. It mixes the materials for ice cream, then 
chops the ice and turns the freezer. Silver is buffed and 
polished; knives sharpened; coffee ground; meat chopped; 
potatoes mashed; vegetables sliced; fruit squeezed—! 





An electric dishwasher solves the problem of the dirty dishes. 

The dishes are scraned as usual, stacked carefully in the 

washer, soan and hot water added, and the electricity turned 

on. A motor sprays cleansing water on the dishes, then clean 
hot water for rinsing, and the dishes dry themselves 


Photos © The New York Edison Company 
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F inding the Radio Prospects Is Half the Battle 


Just Sitting Around Waiting for Prospects to Come into Your 
Store Isn’t Nearly So Productive as Doing a Little Scout 
W ork on the Outside—Go After Some of These Cus- 
tomers and Watch Your Sales Results 


| HERE may have been a time, 

although we have never thought 

so, when it was looked at askance 
for a merchant to plan ideas that called 
for going outside of the store in order 
to increase sales. Today the practice 
is a usual one; in fact, there is hardly 
a well merchandised store that doesn’t 
utilize outside selling methods of some 
kind in order to increase sales volume. 


Just now we hear that one of the 


largest and best known retail organ- 
izations in this country has thoroughly 
trained a selling staff of one hundred 
to go into the rural and suburban dis- 
tricts to introduce intensive selling 
effort on electrical appliances and radio 
sets. If this retailer can do it on such 
a large scale, there is no reason under 
the sun why some of you can’t do the 
same thing on a small scale and still 
have it considered an ethical practice. 

During a little trip that the writer 
made through the field, his conversa- 
tion with radio buyers and dealers 
very forcibly brought out the fact that 
the majority of them, for some reason 
or other, do not go after radio business 
as strongly as they should. Yet suc- 
cessful radio merchandising isn’t sim- 
ply a case of carrying a pretty good 
stock of radio merchandise, possibly in- 
serting some advertisements in the 
daily newspapers, and then sitting 
back and waiting for customers to come 
in and buy what they want—or what 
they think they want. It is up to you 
to go after that business which does 
not come into your store. 

There is no good reason why you 











Just sitting around waiting for pros- 

pects to come into your store isn’t 

nearly so productive as doing a little 
scout work on the outside 








Meeting the Price-Slashing 
Radio Shop Competition 


NOWING where to look for 
radio customers is a _ prob- 

lem which many retailers have 
been studying for quite some 
time past, especially those “list 
price” merchants who have been 
finding it difficult to get their 
proper share of the business in 
lieu of the fact that they have 
been crowded in on all sides by 


unfair, price-slashing competi- 
tion. 
In this little merchandising 


story, we give you some sugges- 
tions which, if followed out, 
will prove practical and helpful 
to you in establishing your pres- 
tige in the community which you 
serve. It takes legitimate meth- 
ods to go after business in this 
way; and remember, your price- 
cutting competitors not only dare 
not do it, but their profits won’t 
permit even the small expense 
involved. 











should have to sit around and wait for 
business to come to you when there 
are so many good prospects on the out- 
side who might be interested in your 
merchandise if they were approached 
properly. Even those of you who are 
doing a pretty good business in the 
store most certainly can increase that 
business by utilizing some simple sales 
ideas which would carry the message 
of your store directly to the doors of 
the entire community. 

Some of the following suggestions 
might be considered a little too inten- 
sive for you to follow, but they’ll fur- 
nish you with plenty of food for 
thought and that’s what the writer 
wants to stir you up with. Most al- 
ways it is those new and different no- 
tions about things that bring business 
from customers who like sales methods 
that are a little different. Think these 
over, anyway. 

Social clubs, Sunday _ schools, 
churches, lodges, women’s societies, 
ferry boats, hotels, dance halls, waiting 
rooms and restaurants all furnish a 
good prospect list that can be worked 
to profitable advantage if the selling 
idea is handled properly. You can even 


add to this list some of the business 
offices and factories to which you can 
sell the idea that a good radio set will 
help their business by getting closer 
cooperation from their employees. 
How? By furnishing music to their 
workers during lunch and recreation 
hours. 

Then there are the local volunteer fire 
houses and the police stations, which 
might be interested in having sets in- 
stalled for their “off hours” use. 
There’s the bootblack parlor prospect— 
sell him on the idea of increasing his 
own busimess through the installation 
of a radio set to which his customers 
can listen while getting their prover- 
bial Sunday shine—maybe they will 
make it twice a week when they know 
they will be “served with music” at the 
same price. Beauty parlors and bar- 
ber shops also come under this head- 
ing. 

The hospitals are ready for radio 
sets and it is simply a question of 
working up enthusiasm among the di- 
rectors—that ought to develop good 
business for you. Then there are pub- 
lic and private institutions of all kinds, 
not forgetting schools, especially pri- 
vate ones that are run by philanthrop- 
ical directors who can be shown good 
reasons why they ought to install radio 
sets in the institutions under their 
charge 

Then there are the farmers. What 
a wonderful field you have here when 
you go among them and introduce the 
idea of how they can entertain them- 
selves during all the long hours of 
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Go after some of the prospects sug- 
gested in the accompanying article— 


take your radio goods to them—and 
watch your sales results 
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winter, and also how they can keep 
their summer help happy by letting 
them listen to the entertainment fur- 
nished by the radio set in the evenings 
when they find themselves. seated 
around after a hard day’s work with 
nothing to do until bedtime. This 
farmer idea would take a whole page 
by itself, and, therefore, with the above 
few suggestions, we leave this partic- 
ular phase of selling in your own 
hands. 

After you get up the list of doctors’ 
and dentists’ waiting rooms that need 
just such diversion as a good radio set 
can offer, you certainly would see the 
logic of going after and selling most 
of them on this idea. And we don’t 
believe there’s a patient in the world 
who wouldn’t rather hear some good 
music furnished by a radio set in the 
chiropodist’s office than to sit in a chair 
for half an hour with nothing to do but 
listen to the “doc” telling how bad 
business has been of late. 


Now of course in selling these differ- 
ent kinds of prospects you have to 
work up different slants as to the rea- 
sons why they should install sets. You 
can’t sell the restaurant on the same 
idea as you do the doctor—the par- 
ticular set that you want to sell might 
possibly be the same but the doctor 
ought to have it to make waiting pa- 
tients temporarily forget their ail- 
ments, while the restaurant wants to 
liven up the surroundings and make its 
good food taste even better when 
“taken with music.” 

“Half the battle is over when you 
know where to find radio customers,” 
you might say is information worth 
having, but “how to sell them” is what 
you want to know. If you can’t bring 
the river of gold to your radio depart- 
ment, take your radio department to 
the river of gold—at least a part of 
your radio department in the form of 
a complete set that can be handily car- 
ried by some young salesman who 





knows how to operate the set and can 
talk just enough about it to make each 
prospect called upon realize why he 
should want a radio set. 

Demonstrate the set by offering an 
hour’s entertainment to churches, clubs, 
societies, hotels and any other organi- 
zations that apply for such a service. 
Don’t charge for it the first time, but be 
sure that every person present at such 
gatherings knows all about where the 
set comes from and your facilities for 
serving them efficiently on all questions 
concerning radio. 

Don’t sit and wait for radio busi- 
ness—go after it—and if there are any 
more suggestions on plans of selling 
for either inside the store or on the 
outside, here’s a practical radio mer- 
chandising department that is organ- 
ized for your benefit, is anxious to 
serve you, and there is no reason in 
the world why you shouldn’t take ad- 
vantage of the service which is offered 
to you by this journal. 


Genuine Radio Goods Are Worth 


chandise, the legitimate merchant 

is expected to make a profit. The 
reliable manufacturer sets the list 
price so that there will be a consumer 
demand for the product, while at the 
same time he sets his trade discounts 
so as to take care of the jobber and 
the retailer. Meanwhile, the public, 
having been fooled time and again in 
its purchases of radio goods at slaugh- 
tered prices, is rapidly coming to the 
conclusion that reliable radio merchan- 
dise commands fair prices. Indeed, it 
has now come to pass that the public 
is positively suspicious of radio goods 
offered at “rare bargain” prices. We 
have case after case of the radio “fan” 
steering clear of nearby cut-rate and 
“gyp” radio shops and making his way 
to the distant store where list prices 
are maintained, in order to be sure to 
get a genuine tube or other piece of 
radio apparatus. 

If you are out to build a permanent 
and profitable radio trade, be sure to 
handle reliable radio merchandise put 
out by reliable radio manufacturers 
with sound merchandising policies. 
Don’t be afraid to ask list prices for 
good radio merchandise. The public, 
having been fooled so often by the 
“rare bargains” of the cut-rate and 
“gyp” shops, is ready to pay list 
prices. In fact, the list price is be- 
coming more and more a guarantee 
that the goods are genuine. 

The best example of all this is found 
in the vacuum tube situation. Early 


ie radio, as in other lines of mer- 


Profit-Making Prices 


in the radio broadcasting game, the 
radio enthusiast was willing to pay six 
or seven dollars for a tube for his 
single-tube receiver. Then came the 
three-tube receiver, in which the cost 
of tubes began to be felt by the radio 
enthusiast. Still later came the five- 
tube receiver, so much in vogue at 
present. Thus the item of tubes has 
bulked up more and more in the radio 
budget of the radio enthusiast, and it 
is quite natural that he should be in- 
terested in saving something in this 
direction, if possible. 

The result has been a veritable ava- 
lanche of tubes and near-tubes, Aside 
from the few well-known makes of 
tubes, there have been dozens of others. 
Some of these newcomers are avowedly 
of novel design, hence may be consid- 
ered legitimate on that score at least. 
Others, however, are nothing more 
than imitations of well-known tubes, 
being the same in general appearance 
and even in the characteristic type 
number. In a few flagrant cases these 
imitation tubes even carry bogus labels 
and are packed in bogus cartons. 
These “bootleg” tubes, as they are 
called in the radio industry, have been 
sold as genuine tubes at “bargain 
prices” by unscrupulous dealers on the 
one hand and by dealers who didn’t 
know any better, on the other. 

Whatever may be the individual 
merits of the numerous makes of tubes 
on the market, the fact remains that 
consistently good results are only to be 
had from a few well-known makes of 


tubes. And those few makes cannot be 
sold at slaughtered prices. The public 
has learnt its lesson on that score; it 
is now ready to pay fair prices for 
genuine tubes. To simplify matters 
all around, as these lines are written 
we learn that the leading makes of 
vacuum tubes have been reduced in 
price to three dollars list, which is a 
fair and square price well within the 
reach of the average radio enthusiast. 

What has taken place with tubes 
has occurred in lesser degree with 
other lines of radio. Variometers, con- 
densers, vario-couplers, special tuning 
coils, rheostats, potentiometers, jacks, 
plugs, panels and other components of 
radio receiving sets have been counter- 
feited—counterfeited is the proper 
term, because these near-goods, sold at 
“bargain prices,” have been made to 
look like the genuine thing despite the 
sham beneath the outside finish. Com- 
plete sets have been turned out at 
slaughtered prices and foisted on a 
credulous public looking for bargains 
yet blind to everythjng else. Those 
sets have proved to be “all front,” with 
their radio beauty only skin deep. 

No, there is no such thing as some- 
thing for nothing. Your radio public 
knows that by now. If you are out to 
build a profitable and permanent radio 
trade, stock good merchandise and 
charge fair prices. And don’t waste 
time worrying about the cut-rate shop 
and the radio “gyp.” They are. fast 
becoming an extinct species of the op- 
portunist family. 
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366 Sold 
in Waterbury 





& Norwalk 


~in 24 Working a 


This astonishing Premier Duplex sale—unex- 
celled before in towns of this size—was put over 
by the Connecticut Light and Power Co. Mr. 
W. M. Walsh, Merchandising Manager, enlisted 
the aid of the Premier Service Company and 
started up a rousing campaign which he kept 
in full swing during all the sale days. He used 
newspaper advertising—window  displays— 
truck signs and broadsides to spread the Premier 
Duplex story. He offered special inducements 
—(1)low first payment; (2) low monthly pay- 
ments; (3) no extra charge for time payments; 
(4)turn-in allowance of $12.50 for an old 
cleaner. And he wound up with this remark- 
able record—366 Premier Duplex Cleaners sold 
in 24 working Days! 


The Premier Duplex Story! 


It’s the story that’s in back of this success. The 
powerful double action—vigorous suction and a 
motor-driven brush—that cleans cleaner; the ball- 
bearing motor and brush that need no oiling; and 
the quality build—the G-E type motor that lasts 
longer. 


Carry the Premier Duplex. Tell your town the 
Premier Duplex story. And sell record quantities! 



















































ELECTRIC VACUUM CLEANER CO. 


CLEVELAND, OHIO 


Distributed in Canada by the Premier Vacuum Cleaner Company, Ltd., Toronto and Winnipeg, and the Canadian General Electric 
Company, Ltd.; General Offices, Toronto 
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SUCTION CLEANER 


Its quality is so high and its price sojlow 
that it sells right over the counter! 


The Cleveland Cleaner actually has the quality 


—the fine performance—of a cleaner that 
should sell for double. 


Only big production and a minimum of distri- 
bution costs—the elimination of expensive 
house-to-house selling—make this remarkably 
low price possible. 


Here is a product that really-meets the demand 
tor a thoroughly efficient cleaner that sells at 
a moderate price. 


Facts: 


The Cleveland is the product of one of the largest 
vacuum cleaner factories. 


It has powerful suction. 

It has a G-E type motor. 

It is light and easy to use. 

It is sold under a written guarantee. 

It will be serviced by 45 stations in principal cities. 
It has an efficient set of attachments that sells for $5. 


Valuable Franchise. Write today! 


Cleveland Suction Cleaner Co. 
Cleveland Ohio 
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Profit-builder 


Read these testimonials—then act! 































HoOovER FURNITURE CoO., 
Harrisburg, Pa. 


“We are more than enthusiastic about 
its possibilities from a selling angle.” 


AMERICAN FURNITURE CoO., 
Gary, Ind. 


“Wei are very much pleased with the 
Cleveland Cleaner. Please send us at once 
three more with attachments.”’ 


Mr. E. P. ARMKNECHT, 
Donnellson, Iowa. 
“We hope to sell a number of these.” 


J.C. PENNEY Co., 
Nebraska City, Neb. 


‘In answer to the above inquiry will say 
the Cleveland Suction Cleaner is the best 
little machine I ever saw. We have a large 
rug in the Ready to Wear Department, and 
one can imagine the condition it is in. We 
have tried all kinds of machines on it and 
can say that this one really pulls the dirt 
out of the rug. How long it would last at 
this heavy work one cannot tell, but in the 
ordinary home it should give the desired 
service.” 


S. ROSENBAUM Co., 
Chicago, Ill. 








“We are well pleased with the work it 
can do and the tests we have made and 
look forward to a good business.” 


BALMUTH FURNITURE Co., 


Brooklyn,N. Y. 
“We are well pleased with the vacuum 
cleaner sent us and expect to place an 
order with you this spring.” 


L. S. Goop & Co., 
Wheeling, W. Va. 


“Our customers to whom we have sold 
your vacuum cleaners report that they are 
highly satisfactory, and some who have 
used much higher priced cleaners say that 
yours is equally efficient and much easier 
to handle because of lightness in weight.” 


J.C. McGeary & Son, 
Leechburg, Va. 


“Our customers are pleased with it.” 


SEAGLY BROs., 
Topeka, Ind. 


“The Cleveland Cleaner proved very sat- 
isfactory with us. We tried it in competi- 
tion with high priced cleaners and in every 
meee we could see no difference in the 
work.” 


Justus C. WARD, 
Rocky Ford, Colorado. 


“Regarding the operation of the Cleve- 
land Vacuum Cleaner, | must refer to state- 
ments of my wife who has been using it 
consistently since its arrival. She claims 
that it is just as efficient as any machine 
she has ever used, that it handles exceed- 
ingly easily, and appears to be a very sub- 
stantial machine in every way.” 

THE ARTHUR HARDWARE CoO., 
Conneaut, Ohio. 
“We find it very satisfactory in every re- 
spect, in fact we feel it is the best cleaner 
for the money we have ever handled. We 


get very pleasing results in sending it out 
on approval.” 
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Retail Clerks 








ee ae: 





Study the types of hwman nature. 

Adjust yourself and your conversa- 

tion accordingly. Proper individual 
handling makes for sales volume 


Know where your stock is so that you 
can immediately put your hand on 
any device that is asked for and not 
have to hunt around the store for it 


q@ Never argue with a customer. Illustrate or dem- 
onstrate your point, but let it rest at that. 


q@ Study the types of human nature. If a cus- 
tomer is of a slow, methodi- 
cal type, adjust yourself 
and your conversation ac- 
cordingly. If, on the other 
hand, the customer is of the 


; : nervous, impetuous _ type, 

VERY electrical appliance (except lamps) . : - 

E is marked in Volts and Amperes. Maul- different tactics will be re- 
tiply these two figures to se 0 number quired. 
of watts of electric ener, e appliance uses. 

The unit by which : ii made for q If a customer asks 
electric current is the kilowatt hour or 1000 your opinion between two 
—. ; ; ie or more devices, give an 

or example—an electric iron which is opinion in a_ polite, firm 
*marked 110 volts, 5 amperes. This iron uses ‘ ‘ 
110 « 5 = 550 watts per hour. Divide 550 manner, but accompany this 
watts by 1000 and this equals .55 kilowatts. by a statement to the effect 

If the rate for curent is 10 cents per kilo- that it is only your per- 
watt hour, the iron therefore costs 5.5 cents sonal opinion. Don’t vacil- 
per hour to operate (10 cents < .55 = 5.5c.). lat d both d 

The cost of operation of all electric appli- Se SaS yy Oe See Gece. 
ances can figured in this simple way. Do not venture this opinion 

unless asked for it, of course. 
@ Study the devices you 


Where the rate per kilowatt hour is less than 
10 cents, the cost is correspondingly less. 

@ Know the cost of oper- sell and learn their me- 
ation of the different elec- chanical construction, not so 
trical devices you sell, based on the rate charged for much for the purpose of talking about the mechanical 
electricity in your locality. characteristics as to be able to justify the price charged 
for quality products. Manufacturers will always be 


q@ Always be cheerful. Have a smile on your face— 
not a smirk. 


@ Talk the service of the device rather than the 
mechanical and_ electrical 
characteristics of the device 
itself. Make clear its labor- 
saving value. 








How to Figure Cost of Current for 
Electric Appliances 





q In your dress be neat— 
but not gaudy. 


q Always suggest some- 
thing else when a customer 
has made a_ purchase—it 
isn’t what they buy, it’s 
what you sell that deter- 
mines your value to your 
employer. 


@ Know where your stock 
is so that you can imme- 
diately put your hand on 
any device that is asked for 
and not have to hunt around 
the store for it. 




















q@ Put enthusiasm into your sales talk. This im- 











presses the cus- 
tomer that you 
are not only sin- 
cere in your 
statements, but 
that you really 
believe in the ap- 
pliance. 


@ Have as 
many appliances 
in your own 
home as you can 
afford. Their use 
in your home 
will enable you 


glad to supply de- 
scriptive matter 
regarding’ their 
products which 
will justify the 
price charged. 


q if ae cus- 
tomer is accom- 
panied by a 
friend, always 
try to include the 
friend in the con- 
versation. 


q@ Do not use 
slang. Good Eng- 

















‘B 





to speak with lish does not cost 

Always suggest something else when knowledge and any more and And remember—when Saturday night 

a customer has e a purchase—it comes, your pay check is likely to re- 

isn’t what they buy, it’s what you sell confidence that creates a much flect to how many prospective pur- 
that determines your worth carries weight. better effect. chasers you have made sales 
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Changing These Window Displays Paid 


—Here Are the Figures to Prove It 


Percentage increase in lamp sales due to 























windoy displays...........- 56 per cent 
Total increase in one week’s lamp sales for 

five dealers ...... AEP, Siete $536.25 
Average increase in lamp sales for each 

et te eee Edi 107.25 
Additional compensation for each dealer due 

to increased sales (at 30 per cent)...... $32.17 


Direct expenses in setting up displays: Crepe 
paper, or cloth (cost $50, serviceable for 


50 weeks) one week’s use .......- ‘ieee 
Labor: $30-a-week clerk working 14 hr. at 
624 cents an hour ......-..--++e0% ia. ae 1.94 


Average reward to dealer for changing wine 
dow display ......--ssescecececececoes $30.23 


OW much in dollars and cents is it worth to an elec- 
Heresi dealer to change a window display and put in a 

new trim featuring some attractive line of interest to 
passers-by ? 

What increase in sales can be traced to such a new 
window trim, and what profit from such additional sales can 
be credited to the change of display itself? _ 

An investigation to throw light on this question has been 
carried on with the co-operation of a group of electrical 
dealers, by E. F. Newkirk of the Edison Lamp_Works at 
Harrison, N. J 

For this experiment using incandescent-lamp displays, 
Mr. Newkirk selected five stores. For one week, before. 
=stting in the earefil poe cum loans 











ATW Aion]: mu 


— DEALERS co-operating in this test were Edison 
MAzpAa Lamp Agents. The service which helped 
them dress their windows is available to all Edison 
Mazpa Lamp Agents. The display material used is 
part of the wealth of material available to ever 
qualified Edison Mazpa Lamp Agent. ‘ 


And in 1925 we will have for our Agents new 


window and store materia] that will 
again reco 
Sales value on the balance sheet. eg 





» eae recognize this 
. . axne i 
or particulars write today to our nearest district Office, or to the i an aeatne 


as the mark of a quality 
store. Itis availablein sev- 
en sales compelling forms. 


EDISON MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 


Edison Lamp Works of General Electric Company, Harrison,N. J 
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Dig Into Your Radio Department 
for Increased Profits 


It Isn't Enough J ust to Have Radio Goods for Sale in Your Store— 
You’ ve Got to Know Actually What and How to Buy and 
Sell Before You Can Make It Pay Dividends 


ELL, here we are at the start 
of a new year with the radio 
section of ELECTRICAL GOOoDs, 
whose only mission in life will be to 
help you make more money in your 
radio department. But you'll have to 


By ARTHUR SINSHEIMER 


of goods, we’ll give you a simple, clear 
statement of facts in direct answer to 
your question. 

Just a word or two about our radio 
laboratory, which we maintain for the 
explicit purpose of making our radio 


experiment with and test radio goods 
to find out their practicability and sales 
value as merchandise, and then turn 
this information over to you as part of 
the service that we believe you should 
have in order better to understand 








from time to time. 


business. 





What could be fairer than to tell you that we are here, ready to serve, and it simply takes a 
little cooperation on your part in order to annex this service as a profitable adjunct to your 


But remember this: a two-cent 


ET’S understand each other perfectly with reference to this radio section of ELECTRICAL 
GOODS. We are prepared and even anxious to render you a full service of practical mer- 
chandising help in connection with the management of your radio department, but we know, 
and you probably have found out to your own satisfaction in the past, that it is absolutely impos- 
sible to write a page or even a series of pages containing ideas and suggestions and have them 
exactly fit the problems that you may be interested in. 
On these pages we will aim to set forth such general fundamentals on radio merchandising as 

we believe will be of help to the greatest number of our readers. 
stamp will carry your letter of inquiry to us at any hour of the day or night, and we’ll be only too 
happy to send you an answer to any individual problems which may come up in your department 











pitch in and do your share in straight- 
ening out your buying, selling and ac- 
counting methods, if you want to show 
a healthy increase in profits at the end 
of the year. 

Now there are a few things that we 
ought to understand about each other 
right at the start. This radio section 
is to be developed along practical lines 
as a sort of information bureau that 
you can make a 


advice and service to you something 
more than mere theory, revamped 
manufacturers’ literature, and loose 
hearsay. We’ve seen so-called testing 
laboratories that hand out such long, 
technical reports on sets, parts and 
accessories that it would take a regi- 
ment of super-radio geniuses to figure 
out the meaning of the report. Ours 
is not that kind of a laboratory. We 


your radio merchandising problems. 
As to “where to buy it”—that’s up 
to us to tell you whenever you want to 
know. And: we can do it, too, because 
of our never-ceasing efforts to keep in 
direct contact with the whole manufac- 
turing fraternity so as to know where, 
when and how the thousands of items 
are made. There isn’t anything made 
in radio with a commercial value that 
we can’t find 





part of your own 
business. 

Any time and 
at all times, you 
can put your buy- 
ing, selling and 
store problems up 
to us and be as- 
sured of getting 
well-seasoned, sane 
and helpful advice. 
We have no axes 
to grind; we'll call 








out about—we 
say “commercial 
value,” because we 
will deal only with 
merchandise’ that 
is standard, that 
has salability, and 
in no way is re- 
lated to the “tricky 
family.” 

Now that you 
know us and our 
purposes, let’s 
stand off and take 








a spade a spade; 
and in every in- 
stance where you 
make an inquiry 
about certain types 


A specimen receiving set from our laboratory, constructed about four years 
ago to determine whether it was practical to sell certain parts for building 
a three-tube set in a typewriter case. 


the self-contained portable set family 


This was probably the “daddy” of 


a good look at you 
and your store. 
There isn’t a better 
time than right 
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Greater New York buys over 
$1,000,000 worth of EureKas 
in November and December 


woe Eureka’s 1922 sales in the Metropolitan New York area exceeded ~ 
20,000 cleaners, the achievement was hailed as one of the greatest the 

electrical industry had ever seen. 

Yet at the close of 1924, in two amazing months alone, Greater New York 
purchased almost exactly as many Eureka Vacuum Cleaners as were sold in 
this same area during the entire year of 1922. 

Not only does this phenomenal sales achievement represent a record un- 
paralleled in all vacuum cleaner history, but, we are confident, also sets a mark 
which only Eureka can soon expect to surpass. 


























Tremendous Opportunities for Eureka Dealers 


Eureka’s predominance in this greatest of all American markets is thoroughly 
typical of the tremendous opportunities enjoyed by authorized Eureka dealers 
everywhere. 

The nation-wide recognition of Eureka mechanical excellence—the acceptance 
of Eureka’s right to leadership—has been built up through years of manu- 
facturing integrity, of splendid service to users, of effective advertising and 
progressive merchandising. It is today an asset of tremendous value to every 
holder of a Eureka dealership. 


Eureka Sales are Both Large and Profitable 


This well established asset we offer as part and parcel of the Eureka franchise 
to desirable dealers who wish to build up a highly profitable volume of vacuum 
cleaner sales. 

An inquiry addressed to the factory will bring prompt response from the 
Eureka District Manager in your territory. 





Eureka Vacuum CLEANER Co., Derroir, U.S.A. 


Makers of Electric Vacuum Cleaners since 1909 
Canadian Factory, Kitchener, Ont.; Foreign Branch, 
8 Fisher Street, Holborn, London, W. C. 1, England 

















VACUUM CLEANER 


“IT GETS THE DIRT” 
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now—if you haven’t already done it— 
to start digging into your radio de- 
partment to see what methods you can 
change, throw out or install so as to 
make radio sales not only increase, but 
actually show more net profits during 
this year. 

How does your radio department 
look to your customers? If you’ve got 
too much stock crowded on the shelves, 
counters and show cases, you can bank 
on it that your customers get dizzy 
every time they come in. It doesn’t 
bring you a thing to let patrons see 
how much money you have tied up in 
stock—and they might even get on to 
your slow-moving items, by seeing 
them lie on the shelves so long. Don’t 
show it all—have one or two of a kind 
on view and keep the rest of the dozen 
or half dozen in the stockroom ready 
for fill-in purposes. A well displayed— 
not over-displayed—radio section has 
an inviting appearance that will prove 
most attractive to your customers, 
which is the first step to increased 
sales—getting them in. 

Then there are the salesmanship 
methods that you use in your store. 
Having been an instructor of prac- 
tical salesmanship and advertising in 
the School of Business of Columbia 
University, you can well imagine how 
closely I have watched these two im- 
portant phases of business as they are 
applied particularly to radio selling. 
While I have seen some very practical 
examples of good radio salesmanship 
and attractive advertising, there is yet 
a great deal that most merchants can 
do to make these two important factors 
of retailing pay greater profits. 

And talking about another very im- 

















Besides studying circuits and assembling experimental sets so that we can 
discuss their merits with you, our laboratory gives us the advantage of 
testing radio merchandise of all kinds and turning over to you the results 


of our findings—not technically, but 
tical efficiency 


portant phase of your business—ac- 
counting—I have heard some funny 
slants which some retail merchants 
have on this subject. One merchant 
in particular, who operated a so-called 
radio shop, I recall telling me during 
an interview that he didn’t have any 
overhead expenses because he owned 
the building in which his store was 
located; he didn’t charge up any salary 
for himself because he simply took 
whatever money he needed for his liv- 
ing expenses, and that was the end of 
it; he didn’t have to charge up any 




















We are not “circuit hounds,” but our radio laboratory is kept busy build- 


ing the new hook-ups that make their appearance. 


And we are prepared 


to interpret their usefulness to you in simple terms of good buying and 
selling of the parts and accessories that go into the making of such sets 


purely from the standpoint of prac- 
and salability 


salesman expense because the clerk 
was a nephew who lived with him and 
only received room, board and a little 
spending money now and then. 

All these reasons—and others just 
as crazy—he gave as an explanation 
of why he could sell for $1.15 an item 
that cost him $1, and make a nice profit 
of 15 per cent which he figured was 
going to make him rich if business con- 
tinued as good as it was then. Need- 
less to say, it didn’t take three months 
to put this fellow in bankruptcy even 
though he was warned at the time of 
this interview that he’d better keep 
some kind of a simple record system to 
see just what it cost him to do business 
and mark up his stock accordingly 

Now I feel certain that many of our 
merchant readers will think that the 
above actual case is simply a fairy 
story concocted for purely amusement 
purposes, but such is positively not the 
ease. It’s a horrible example of just 
one case of rotten retailing that I ran 
across about a year ago, and it’s told 
to you now simply to show the need 
for keeping simple books of some kind 
so that you can guide your business in 
the matter of stock records, buying and 
selling costs, shipment and service ex- 
penses, rent, light, heat, breakage and 
spoilage—all overhead charges that af- 
fect your mark-ups and real profits. 
Accounting, simplified to fit your busi- 
ness, is another one of the problems that 
you can get personal advice on from 
this department any time you want it. 

There never was a better time than 
right now to dig into your radio depart- 
ment so as to get it all set to show in- 
creased profits at the end of the year. 














MISTER DEALER! 


Here’s a Toaster Story without any “‘exaggeration”’ 





A “Red Hot” item that dealers O 
everywhere are selling like hot 
cakes. More Marion Giant No. 
66 Flip-Flop Toasters are being 
sold now than ever before. 


LIST PRICE 









Sa en cenert ee 





Trade Mark Registered 


Sells Easily and Stays Put 


An item that’s “never marked down.” Every 
dealer has had a happy experience with No. 66. 


Works, sells and makes 
w” profits automatically 


iy 7 , . 
Hii 


Never fails to automatically re- 
peat itself wherever offered. It 
is the one “fast seller” that you 
should give a “try out.” 


You will have the same experience that every other dealer 
has had with No. 66. Take advantage of their success. 


We have been swamped with repeat orders since the holidays. Get in line NOW for the “lion 
share” of the toaster business this spring. Mail the order card NOW! Immediate deliveries. 
Attractive cut out window card free. 


You will never have to dust them—they won’t stay on your shelf that long! 
Write today for discounts. 


Successfully made by 


RUTENBER ELECTRIC CO., Inc. 


Factory and General Offices 
MARION, INDIANA 
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Silent Salesmen of Electrical Goods * . 


-. 





Provide Compartments for Fixtures 


Let the. Customer View the Luminaire in 
Action, with Appropriate Background 


Each unit possesses certain features of style and 
performance. Let the customer know them. The 
fundamental duty of a lighting unit is to provide 
illumination—display it where competition from sur- 
roundings will not prevent its performing this duty. 








Take Advantage of the Drawing Power of the Window 


The Unlighted Show Window Is a Blind Sales Clerk—Light Your Window 
Well, Then Apply Just a Little Color 


Aim at window displays that smile! Set the scenery with the greatest care—enough 


items to tell the sales story, but not too much to prove disconcerting to the passers-by— 


and then paint it with light. Good illumination is the chief drawing power, keeping in 
mind the slogan, “Light on the goods, not in the eyes.”” Use color carefully, and tone 
or tint with it, not plaster with it. 








Are/ J ket 















































The arrangement of the } Commnaire | 7 S25 FoG* . O je! The accompanying dia- 
retail department must : | | xx © - Lumuraire 2 Luminerre | Vacuum e' ram suggests the layout 
be studied. Place the | ~~ | f e or an electrical depart- 
“bread and butter”’ By i< Portables af ment, while the accom- 
oods towards the rear. + > : panying photographs de- 
ave the cash register ES oO | eo ict certain features 
. “) © Oo Oo p : ° ° ° 
near the displays of spe- Q 2 indicated in this diagram. 
cial articles of small price. BE = so; os | Note particularly the 
Show the articles as in- i~ 3 Rug wore) | Rug Rug orderly arrangement of 
dividual pictures, and as "3 C) SicaoTinod — , _ ae a the goods for the con- 
; ; hae ables |___ Appliances _}| rons - flec. Appi. i 

tney_ enignt agpesr in the Fi GT tase | ON ed et 7 RO), : “asus 


purchaser’s own home. 


Have a Display Plan from the Start 
Every General Has a Map on Which the Plans of Battle Are Based 
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Keep Classes of Goods Segregated 


Customers Do Their Walking Before They Enter the Department, and 
Clerks Get Enough Exercise Anyway 
Lighting goods should not be mixed with heating appliances. Lamps will logically 
belong on neat shelving adjacent to the luminaries, and a few bulbs should be burning, 
or where the customer may turn them on for inspection as to color, brightness and size. 
Do not hang the ceiling with an inverted forest of chandeliers. 


Make Electrical Goods Aecsedde 


We See Things That Are Close to Our Eyes, 
and Select Things Close to Our Hands 


Interpose no barriers between customer and goods. 

Make it easy to see and to seize the objects. Wall 

cabinets save space and furnish a decorative back- 
ground. Glass doors often say, ‘““Let me alone!” 








reer ananassae nae a eS ——~e 














47 


Every Cooking Demand 


is Answered by the 
THERMAL ELECTRIC 


It fills the gap! 


The gap between the electric grill and the electric 
range is now filled. The THERMAL Electric—now 
the most modern method of economical cooking, 
whether it be for boiling, frying, baking, roasting, or 
what not. Operates on the receding, or “stored-up,” 
heat principle, and as worked out in the THERMAL 
there is no easier or more economical way in the world 
to cook. 





be 5S ties 


Operated from any ordinary electric outlet. Its full 


size oven is large enough for cooking meals for the en- 
NOTE FULL tire family. The housewife simply turns a switch— 
SIZE OVEN then forgets all former cooking worries. 


NOTE THERMAL’S MANY FEATURES 


The THERMAL has three heating units—one in the bottom of the oven; one at 
the top of the oven; and one on the very top for quick frying, boiling, etc. These 
units can be turned on at half or full heat, as desired. The THERMAL is made 
to give years of service, being manufactured of only the very best of materials 
throughout. It is beautifully enameled in white, with trimmings of gray. A 
really handsome kitchen utility. 


SIDE ARMS WITH EITHER GAS — 7 
OR ELECTRIC HEATING UNITS The P ane but 


Extra side arms can be furnished with the 
THERMAL (with either gas or electric 
heating units) at but little cost, and these 
may be quickly attached. This is a great 
selling feature where families are large and 
extra-sized meals must be served. 











Dealers will find the THERMAL one 
of the greatest selling utilities in the 
electrical field. We will be pleased to 
furnish you with complete details upon 
request. 








+ 
Note the handy 
erma ectric Tor side arms. (or 
bad shelves) with 
heating units. 
These _ side 
arms (either 


CINCINNATI, OHIO sto gull 


attached. 














Advertising the Radio Department 


ERE’S a page of radio ad- 
vertising that was used by 
stores in various sections of 

the country as a vital part of the 
work that helps to make their 
radio departments the leaders in 
their respective cities. 

Keeping persistently at it has 
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up of a list of items with a price 
mark set alongside of each. These’ 
ads tell a customer enough about 
the goods being advertised to make 
him want to buy them, and that’s 
the mission of almost every piece 
of good advertising—to get people 
interested enough in something to 















Radio Sensation! 
U7 Through the Accident of Delay 
Five-Tube Licensed 5 
NEUTRODYNE 
Receiving Sets ~ 


Instead of $140 . 
@ setory—Nat « Wontng Star—A New Mbudet 


always been and is an excellent make them want it. 

rule to follow, but we doubt if it In most cases these ads were 
ever pays greater returns for the planned by advertising men who 
effort in sticking to it than when’ are specially trained to handle a 
it is properly applied to advertis-  store’s newspaper advertising work 
ing. You need only to watch your’ in particular, so that they know 
daily newspapers to see which of definitely, through long experience, 
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the retail stores in your commun- just what to put into the ad that \ The New Radiola Sets [imei] 
ity are the leaders in their respec- will pull sales results, and from |; Se 
tive fields. Let us see the ads in _ this very important standpoint you ee ak | 
your local paper and we'll tell you can take some of these as guides to tt G9 see 
who’s who in your town. your advertising work in the fu- Qs — A 

These reproductions are rather ture. Watching what the other vals = = = ——- 
small, but a close study will clear- fellow does and seeing how he does SU 52 ""° | cnsrmsmcaoam larva e Se SaSaas 
ly bring out the idea that we are it often contributes many good rd ‘oo | 180| SETS phen 
trying to put across to you—and ideas that you can adopt to profit- | See —) poe 
that is, whether in small space or able advantage. sore |e er es ied Seestee eres 
large, a separate ad or a section of In each succeeding issue it will PE Sg 2205 a <1) 
a general ad, whether featuring a__ be our aim to present on this page | Se pea See | SE 170 em 
special item or a list of items—say one specific point on radio adver- ES eS 538 | ig tap 


something in your advertising as 
often as possible, about your radio 
department. 

Another big point for you to 


tising and clearly explain every- 
thing in connection with it through 
the use of a few reproduced exam- 
ples to bring out the point being 



























note in these specimens is that in discussed. Cooperate with us and 
no instance are they simply made _ send in copies of your own ads. 
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FEATURES 


Of the New 
Ball Bearing 


CADILLAC 


14% #%in. Streamline 
nozzle specially de- 
signed to get under 
low furniture and 
to concentrate suc- 
tion for maximum 
eficiency on the 
carpet. 


Rear roller adjustment 
for adjusting nozzle 
for perfect work on 
any rug nap thick- 
ness, 


Soft hair detachable 
brush which _ re- 
moves lint, threads, 
etc., without slight- 
est danger of injury 
to nap. 


Pistol grip handle 
with convenient 
push button switch 
which eliminates all 
stooping and bend- 
ing. 














CLEMENTS 


Chicago 


Long Distance Telephone 
Monroe 66 


Canadian Factory: 
76 Duchess Street, Toronto, Ont. 


Export Department: 
149 Broadway, New York City 


O_O ————T—TrooooeETETTTEEEEEEEeeeeeeeeee 


MFG. CO. 
607 Fulton Street 








| 
BALL BEARING a 


(di 
ster of (Teaners) 


J¢€ 


62% of your customers are without electric vacuum 
cleaners. They have not bought because they demand 
something more in cleaning power, in service, in de- 

pendability than the ordinary cleaner offers. 
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Now, a new development has made it possible for 
you to really appeal to this 62%. This new de- 
velopment is the bigger 4% H. P. Ball Bearing- 
equipped motor of the CADILLAC Cleaner which 
requires no oiling—eliminates all repair risks— 
adds 25% to the cleaning power—and makes the 
CADILLAC last a lifetime! 


Even the most hard-to-please cannot ask more 
than a lifetime of perfect service. 


Here, Mr. Hardware Merchant and Depart- 
ment Store Manager is a cleaner with an 
assured profit and 


NO SERVICING— 
NO COME BACKS— 
SATISFIED CUSTOMERS 


15 years of manufacturing 
experience is behind 
this cleaner 


The BALL BEARING CADIL- 
LAC costs no more than ordi- 
nary plain bearing cleaners 
—you do not have to be 
satisfied with less! 


Write, wire or phone for 
further information about 
our cleaner and sales plan. 


No woman 
Likes to 
Handle 

an Oil Can 


Pacific Coast Distributors: 
F. E. Spencer, 929 W. 8th St. 
Los Angeles, Calif. 
The Heyman-Weil Co. 
San Francisco, Cal. 
Ray Bentley 
219 Worcester Bldg. 
Portland, Ore. 


New York City Distributor: 
H. W. Walter ~ 
75 Fifth Avenue, New York City 
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A department devoted to new electrical and radio items which offer 
new merchandising opportunities for progressive retaiiers 








An Electric Cleaner That Sells 
for $25 


IMPLICITY of construction is 
S combined with exceptional cleaning 
power in the new Cleveland va- 
cuum cleaner, which retails at the ex- 
ceptionally low price of $25, and $5 ex- 
tra for the attachments. This cleaner 
has a powerful suction and a station- 
ary brush. Not only is the imbedded 
dirt drawn up by the powerful suction, 
but the brush collects the surface litter 
such as hairs, threads, lint and so on. 
Despite its remarkably low selling 
price, the Cleveland is sturdy and dur- 
able. It is easy gliding and well bal- 
anced. It is easy to operate. The mo- 
tor is self cooling, compact and strong. 
It is of the G. E. type. The bag is out 
of the operator’s way on the right hand 
side of the handle. The starting and 
stopping switch is conveniently located 
in the handle. Every point about this 
cleaner has been carefully designed for 
the convenience of the busy housewife. 
Manufactured by The Cleveland Suc- 
tion Cleaner Co., Cleveland, Ohio. 





Exceptionally Compact 
Two-Way Plug 


NEW and inexpensive device, ap- 
A prepeistaty called a “plus plug,” 

strikes us as being an exception- 
ally compact two-way plug. It fits all 
standard receptacles and takes all 
standard caps. This plug is very light 
in weight and is approved by the Na- 
tional Board of Underwriters. The 
plug proper is ruggedly constructed— 
built for any kind of service. The R. 
B. Corey Company, Inc., of 100 East 
45th Street, New York City, are the 
general sales agents. 





Convenience the Keynote of This 
Multiple Plug 


ONVERTING a single electrical 
CC outlet into a duplex outlet is the 

purpose of a new multiple plug 
just introduced. Thousands of homes, 
offices, shops, etc., are at present in- 
adequately equipped with electrical out- 
lets. For example, the living rooms 
are equipped with only a single elec- 
trical outlet, which as likely as not is 
used for the floor lamp. Should an- 
other lamp of one sort or another be 
added to the room, no outlet would be 
available into which it could be 
plugged. It is here that the multiple 


plug device can be used to great ad- 
vantage. By merely plugging in this 
device, the single outlet is immediately 
converted into a duplex, accommodating 
both of the lamps. 

The new multiple plug has the ad- 
vantage of being exceptionally small 
and neat and of fitting snugly up 
against the outlet plate. It is made of 
black composition, in tandem and par- 
allel bladed types. This item is one for 
which there is a large consumer de- 
mand. Made by Harvey Hubbell, Inc., 
Bridgeport, Conn. 





Pull Chain Socket of New Design 


HERE has just been placed on 
(ke market a new pull chain 

socket which has several new and 
striking features to recommend it. The 
need of keeping the chain free from 
live parts is met in a new and novel 
manner. In-built features back of the 
bell-mouth maintain the safety factor 
without snubbing attachments on the 
socket chain. The chain cannot acci- 
dentally unhook, yet nevertheless it 
may be quickly attached or detached 
from the new chain hook, when desired. 
The outside appearance of this new pull 
chain socket has remained about the 
same as usual. Made by Pass & Sey- 
mour, Inc., Syracuse, N. Y. 





New Type of Roberts Coils 


SET of two complete units of re- 
A\ markabie efficiency, built especial- 

ly for the popular Roberts circuit, 
is now available. Without going into a 
technical discussion of these coils, suf- 
fice it to say that our laboratory has 
constructed a radio set on the Roberts 
circuit using these coils, and the test 
by actual operation proves their com- 
plete efficiency beyond a doubt. The 
primary and secondary units allow for 
adjustable coupling, and the second 
unit of coils provides for a tickler with 
a 180-degree dial control. Both these 
features are excellent for those of your 
customers who “build their own.” Put 
out by the F. W. Sickles Co., of 340 
Worthington Street, Springfield, Mass. 





“B” Battery Eliminator 


ANY of your customers have 
L been trying to find a substitute 
for radio “B” batteries both be- 


cause those batteries are unsightly and 
need too frequent replacement. Here 











is a “B” battery eliminator that we 
have tested in our laboratory and found 
highly efficient on 110-volt, 60-cycle al- 
ternating current house current. It de- 
livers a finely adjusted variable voltage 
up to 45 for the detector and 135 volts 
for the amplifiers. A compact, good- 
looking and well-made job. Makes use 
of a standard vacuum tube. Put out 
by Timmons Radio Products Corp., 
Germantown, Pa. 





Increasing Radio Dial Sales 


HERE is a new kind of dial that 

old and new customers alike will 

want to adorn their sets. It’s a 
dial with very fine vernier control ad- 
justment capable of being fitted to any 
standard condenser or tuning coil shaft. 
On its silvered disk can be marked 
with an ordinary pencil the call letters 
of all stations for future tuning. And 
the marks are erasable at will. A prod- 
uct of the Phenix Radio Corporation at 
5 Beekman Street, New York City. 





Simplicity with Efficiency in an 
Electric Toaster 

O produce an efficient, high-grade, 

two-slice, upright toaster at a 

price all can afford to pay is the 
thought back of the latest electric 
toaster. Simplicity of design and con- 
struction has made possible a low sell- 
ing price. Nevertheless, this new 
toaster is made of 20-gage bright, cold- 
rolled steel, heavily nickeled and beau- 
tifully polished. A genuine nichrome 
wire element with a capacity of 500 
watts at 110 volts is suspended be- 
tween two refractory supports and 
carries the manufacturer’s one-year 
guarantee. One of the novel features 
in its construction is the method by 
which the bread is inserted by hand 
and later removed by pressing the flop- 
per lever on the bread shelf, the com- 
plete operation requiring but one hand. 
Equipped with 6-ft. connecting cord 
and standard two-piece separable plug. 
Made by the Liberty Gauge & Instru- 
ment Co., of 6545 Carnegie Avenue, 
Cleveland, Ohio. 





Another Radio Reproducer 


OW we have this new reproducer 
—or let’s call it soft, medium or 
loud speaker, because it is ad- 
justable—made of unbreakable, non- 


vibrating, non-resonant pyralin in a 
(Continued on page 55) 




















This illustrates the 3 cud 
suction principle of the 
Horton shown below 
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Horton Washers No. 35, 
33, 30 and 20 shown below, 
are of the dolly type. 















Jor Every Purse and Purpose 
a Horton Washer and Ironer 


HERE'S a reputation—55 years in the making— 
back of the name Horton. It is the strongest of all 
guarantees that what you buy of us is worthy. It is one 
of the reasons why the Horton line in its entirety is 
dependable, not only in quality of manufacture, but also 
type of appliance. 
Whether it is wood tub washer hand operated; whether 
it be copper tub model electrically driven, rest assured 
it is the finest of which the heart and hand of man are 
capable. 
The Horton line is complete. Three different models 


3128 Fry Street 


HORTON No.33 
—the acme of per- 
fection in dolly type 
electric washers. 
Retail price $85.00. 


of dolly type washers to offer city or farm prospects. 
Three models of electrically driven washers in dolly 
and suction cup types. Then, to complete the line, there 
are two models of ironers—with a full open end which 
iron everything. 


You need never miss a sale or pass a prospect with the 
Horton line. We have some real sales facts to give to 
make you dealers realize the unusual selling oppor- 
tunity which the Horton line offers. Let us tell you 
the facts. Remember your jobber has an ample stock 
of Hortons and can give real service. 


HORTON MANUFACTURING CO, 


Fort Wayne, Ind. 




















HORTON 
MIRACLE 
WASHER 
No. 22—the hi 
hand operate 
Retail price $18. 





estgrade 
washer. # 








HORTON WASHER 
No. 35—Single Cup 
Vacuum Type, Hand 
Power. Retail price $20. 





HORTON No. 40 — the nal 
3-cup Electric Suction Washer Retail 


Feorden 


HORTON HOME IRONER Winch 
roll. Irons Everything perfectly. Retail 
price $140 (gas heated{. $175 (electric- 
ally heated }. 





















HORTON IRONER 
—42 inch roll we 46 
inch roll 4155 {gas 
eated}. 








HORTON “*PEERLESS’’ WASHER 
No. 30—Water Power. Requires only 
25 lb. pressure. Retail price $22.50. 








price $160 with copper tub; $165 with 
white vitreous enamel tub. 
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Merchandising Helps 


A department devoted to bringing the dealer-help service of 
manufacturers and jobbers before the enterpising retailer 
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Lighting Demonstration and 
Exhibit Material 


REMARKABLE array of demon- 
A stration and exhibit material has 

been developed by the engineer- 
ing department of the National Lamp 
Works of the General Electric Co. for 
illustrating talks on lighting and for 
convention exhibits. When not so en- 
gaged it has been widely used for edu- 
cational exhibits and campaigns, win- 
dow displays, electrical shows, fairs, 
etc. 

The wide range of this demonstra- 
tion and exhibit material makes it 
available for the smallest retailer as 
well as the largest store. Thus the 
merchant is given an opportunity to 
rent striking material for his window 
displays—things that will attract wide 
attention and, because of the very 
general interest, will profit him in a 
far broader manner than merely an in- 
creased sale of electric lamps. There 
is a compact outfit for illustrating 
many of the principles of artificial 
lighting. There is a display case con- 
taining the largest and the smallest 
lamps—the 30,000-watt lamp and the 
tiny “grain of wheat” lamp for sur- 
gical use. There is the historical lamp 
display, containing twelve lamps and 
reviewing 2500 years of lighting prog- 
ress. There is the ruggedness demon- 
stration, in which a mill-type incan- 
descent lamp receives 2000 bumps per 
hour. There is a demonstration booth 
for lighting fixtures, auto lamp parts 
museum case, lamp parts case with 
story of manufacture, etc. All these 
striking exhibits, and many others, are 
available on a rental basis. Jf you are 
interested, write to the Engineering 
Department, National Lamp Works of 
G. E. Co., Nela Park, Cleveland, Ohio, 
for the catalog of these exhibits. 





Electrotype and Matrix Service 
for Retailers of Radio 


INCE local advertising is the con- 
necting link between national 
campaigns and your store—the 
public must be told where it can buy a 
given brand of goods—numerous elec- 
trical manufacturers and radio manu- 
facturers have established excellent 
electrotype and matrix services for the 
exclusive use of their distributors and 
dealers. 
If you contemplate local advertising 
to build your sales, don’t fail to make 


use of the electrotype and matrix ser- 
vices of the manufacturers. As we 
write these lines we have before us the 
electrotype and matrix catalog of the 
Radio Corporation of America, which 
contains page after page of attractive 
advertising layouts and cuts suitable 
for use in local newspapers and in the 
preparation of advertising literature. 
Certainly there is no excuse today for 
the progressive retailer to run an ad- 
vertisement in his local newspaper 
without taking advantage of the elec- 
trotype and matrix service of manu- 
facturers. The advertisements are pre- 
pared by expert advertising men and, 
what is more, have been tested for their 
“pulling power.” The illustrations are 
highly attractive and will liven the 
pages of any local newspaper, attract- 
ing attention to your announcement. 





Window Display Contests 
BR: way of encouraging the retailer 


in his window display efforts, 

various manufacturers make it a 
practice to run off window display con- 
tests, offering substantial cash prizes. 
Prominent among the recent window 
display contests was the Hotpoint con- 
test of the Edison Electric Appliance 
Co. of Chicago, which ran from Nov. 
24, 1924, to Dec. 27, 1924. Over $1,000 
in prizes for the most attractive and 
best appearing window display showing 
Hotpoint appliances for one week or 
more during the contest period were 
offered. Contestants were classified 
according to the population of the 
towns or cities in which they are lo- 
cated as follows: (a) Dealers in towns 
or cities of 25,000 or under; (b) deal- 
ers in cities over 25,000 and under 
100,000; (c) dealers in cities of 100,000 
and over. Eighteen cash prizes were 
awarded for the eighteen best Hotpoint 
display windows in each of the three 
classifications already mentioned. The 
prizes started with $50 for the first 
prize, tapering down to $7.50 for the 
eighth, with ten additional prizes of $5 
each for the remaining ten best win- 
dows. There were also three national 
prizes of $150, $100 and $75. The win- 
ners of the national prizes did not par- 
ticipate in the other prizes. 

The Hotpoint window display contest 
is representative of the many contests 
of this kind of late. The Radio Cor- 
poration of America recently conducted 
a Regenoflex window trim contest, 





which has now been brought to a close. 
The prizes awarded were: First prize, 
one Radiola X with radiotrons com- 
plete; second prize, one Radiola Re- 
genoflex, complete with radiotrons and 
Radiola loud-speaker; third, fourth, 
fifth, sixth, seventh and eighth prizes, 
one Radiola loud-speaker each. Inci- 
dentally, the results of this contest are 
published in “The Town Crier” for 
Feb. 1, 1925. This excellent house- 
organ of the Radio Corporation con- 
tains no end of valuable sales sugges- 
tions, together with just enough tech- 
nical data from time to time to aid the 
merchandiser of Radiolas. 

From time to time we shall publish 
in these columns the advance notices of 
window display. contests, as well as the 
results of such contests. Such con- 
tests serve to bring out valuable ideas 
in window dressing which are well 
worth studying. 





Speeding Up Automobile and 
Flashlight Lamp Sales 


EW manufacturers have done a 
K better dealer-help job for the re- 

tailer than the National Carbon 
Co. of New York, in the case of the 
Eveready miniature Mazda lamps. This 
company is offering retailers several 
types of cabinets for displaying, test- 
ing and selling miniature lamps. The 
more elaborate of these cabinets is in 
the form of the automobile lamp steel 
cabinet. It contains two compartments, 
upper and lower. The upper tilting 
compartment stocks and displays in an 
unique manner 100 assorted side, rear 
and instrument lamps. When closed it 
is flush with the front of the cabinet. 
The lower compartment, equipped with 
shelves and sliding doors, conveniently 
holds 12 unit cartons of assorted head- 
light lamps. By no other method can 
a dealer carry his stock so safely and 
compactly in the minimum protected 
space and at the same time remind the 
car owner that he needs lamps. The 
cabinet contains a total of 220 auto- 
mobile lamps. It is sold to the dealer 
at a nominal cost. 

Another Eveready cabinet, also of 
steel construction, holds 100 flashlamp 
bulbs on a tilted display board. A 
srmple and novel tester has been pro- 
vided, enabling the clerk to test the 
lamp he sells before the eyes of the 
customer. This cabinet is also sold to 
the dealer at a nominal cost. 
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The Standard of 
COMPARISON 


ROYA 


HE LEADERSHIP enjoyed by 

the Royal Electric Cleaner is 

the result of conscientious 
manufacture, sound selling policy, 
and fair price. 


Evidence of Royal’s mechanical 
superiority is found in the long 
life of the machine, the low ser- 
vicing expense, and the fact that 
Royal owners are enthusiastic 
“boosters” for the Royal Cleaner 
and for the dealers who sell it. 


Evidence of sound selling policy 
and fair price is found in the fact 
that hundreds of Royal Dealers 
of ten or more years’ standing 
place a very high value on their 
Royal Sales Franchise. 


Royal pays the Dealer the highest 
average net profit, and gives the 
owner the greatest service and 
satisfaction 

Will you permit us to prove these statements? 


The P. A. GEIER oo. 


540 East 105th Street 
Cleveland, Ohio 


Manufactured in Canada by 


CONTINENTAL ELECTRIC CO., Ltd. 
Toronto, Ontario 


















































Less 
Servicing 


—More 


























Here's the List you need- 
Its Verified 


RES 
T MERCHANTS 
J 
Ons DEALERS 








Size of Book 7x 10% inches 
Substantially bound, fine quality red 
buckram 


Sixth Edition (1925) of 
Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


Gives names and addresses of Hardware Re- 
tailers, with ratings based principally upon 
annual sales; and also shows names, ad- 
dresses, capitalization, territory covered, 
number of traveling men, names of buyers 
and lines handled by Hardware Wholesalers. 


CONTENTS OF 1925 
SIXTH EDITION 


Wholesale Hardware Houses, and Manufac- 


turers’ Agents in anada and 
Foreign Countries. 
Retail Hardware and House Furnishing 


Stores, including Retail Depts. of Whole- 
sale Houses in U. S., Canada and Foreign 
Countries; also General Stores, Lumber 
Yards, etc., handling hardware. 

5c, 10c and 25c Stores carrying hardware 
in U. S. and Canada. 

Department Stores carrying hardware and 
ouse furnishings in VU. S. 

Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery 
Supplies. 

Export Merchants handling hardware and 
kindred lines. 

Sporting Goods Wholesalers and Retailers. 

Mail Order Houses, hardware and house 
furnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Electrical Goods Jobbers. 

Radio Apparatus and Accessories Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 

These concerns sell millions of dollars worth 

of hardware and allied products every year, 

and they are live prospects for your sales 

department. You surely would find the 

Sixth Edition (1925) of Verified List of 

great value in your direct-by-mail promo- 

tion work and also a helpful guide for your 

salesmen's calls. 

We shall be pleased to receive your order. 

You then would have, at a cost of only 


$12.00, postpaid 


the most valuable mailing-list that it is pos- 
sible to procure anywhere at any price. 


HARDWARE AGE 


(Verified List Department) 
239 West 39th St. New York, N. Y. 
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‘And I Learned About Selling from Them” 
(Continued from page 13) 


to pay their bills. Most of ’em knew 
us; many would rather do business 
with us than the company. We capi- 
talized all that. Then we got the 
company’s customer list. Divided the 
city into districts. Took boys, girls, 


_ anybody we could get, to call on the 
_housewives and give them a little 
_ trinket—sometimes 


a cheap thimble 
with our ad on it; other times a fan, 
in the summer. We gave them tickets 
for a drawing at our store, the winner 
to get a new washer free, or its equiva- 
lent. We gradually got people coming 
in as they grew wise electrically. We 
put on some fellows who knew house- 
hold devices and knew how to sell. My 
brother took over this end of the busi- 
ness and devoted all his time to it. We 
made good warehousing arrangements 
with a storage man, kept our stocks 
down, but bought in quantities to get 
the discount. And,gwe keep things roll- 
ing. Today we have the pick of the 
business.” 

Not every retailer can secure the co- 
operation of the light and power 
company, but none will if they don’t 
try. In another town I know of a case 
where all the merchants got together, 
went to the company and showed them 
that, as users of the company’s cur- 
rent, it was not creating good will for 
the company to sell on a basis that 
froze out the others. By getting to- 
gether and showing the company the 
possibilities of doing business through 
many retailers, rather than through 
one, more people would know the elec- 
trical story and more goods would be 
sold. This has happened in many 
cities, and usually the company, as 
soon as it felt sure the retailers would 
carry on the work, cooperated. ,; 


“Can’t render the service” 


One hardware retailer had what 
looked like a good reason for passing 
up cleaners, ironers and washers. It 
was that of service, of taking care of 
the goods after they were in the home. 


| He said: 


“T’m a hardware man, not a mechanic. 
My job is in the store, not trotting 
around with a kit of tools. And believe 
me, I found that those appliances re- 
quire some servicing after you sell 
‘em. I sold some electric ranges here 
(the city had cheap _ hydro-electric 
power) and I found the cost to keep ’em 
in good use was prohibitive. I quit.” 

When I asked an official of the local 
power company about this dealer, he 
told me that it was true; the chap had 
had a lot of trouble and, even though 
the company had serviced the ranges 
with him, he couldn’t make it pay. 


“But,” said he, “on the other hand, 
there is the Brown Specialty Co., 
around the corner, who seem to be do- 
ing a nice business. They capitalize 
this service question. When they sell 
a toaster or other appliance, large or 
small, in a few weeks a man calls to 
see how Mrs. Housewife is getting 
along. He has a few tools with him. 
Sometimes he calls on folks who haven’t 
ever bought of the firm. ‘Just dropped 
in to see if your electrical things are 
all working well,’ he’d explain, and 
with that he might be invited in to 
tighten a switch, replace a bulb or the 
like, during which time he managed 
to draw out the housewife on the sub- 
ject of washers, cleaners or whatever 
he found she lacked. And usually sales 
resulted. 

“They render service,” he told me, 
“and they make a profit at it. They 
charge for repair work, and get plenty 
of it, not only from their own cus- 
tomers but from other dealers as well.” 

Here was a new slant on the service 
question. Happily, I believe that ser- 
vicing plays less part in electrical mer- 
chandising than it did. Not only are 
goods better made, but people are more 
familiar with the use of appliances. 
Women aren’t so afraid of touching a 
switch as they used to be. They accept 
electrical things now where before they 
were afraid of “shock.” True, fuses 
will “blow” and women will do the 
queerest things with household appur- 
tenances, but the wise retailer takes 
this call for help and uses it as a busi- 
ness builder, as the optimist takes the 
lemons thrown at him and makes 


lemonade. Wherever an _ appliance 
must operate, whether stove, auto, 
lawnmower or what not, there will 


come a time for service, and the wise 
retailer not only provides it but he 
capitalizes it to sell more merchandise. 


“Can’t carry the accounts” 


Perhaps more than anything else 
the reason so many dealers decide 
against active electrical merchandising 
is because they don’t or won’t carry 
time paper. They feel that because 
they have never done businss on credit, 
that is, handled credit accounts, they 
don’t want to start in. Or they haven’t 
the facilities, or their bank account 
won't permit. 

I wish I had room to give the ex- 
pressions of several enterprising 
hustlers on this score, but lack of space 
forbids. I can only say that for every 
merchant who seriously wants to sell 
washers, cleaners and so forth, there 
is a credit company or a manufacturer 

(Concluded on page 56) 














59D 


Electrical Profit Makers 
(Continued from page 50) 


wide range of colors. It is 22 inches high, with a bell 
diameter of 13 inches and has a five-foot cord attached. 
The exclusive construction of this reproducer does away 
with permanent magnets, external batteries, and large 
electro-magnet. Constant tension on the diaphragm is 
guaranteed to give smoothness and good tone volume. 
Manufactured by the Grisby-Grunow-Hinds Co., 4550 Armi- 


tage Avenue, Chicago, III. 
\ \ give your customers the advantage of charging 
both “A” and “B” batteries simultaneously, or 

either of them separately. It operates on 40 to 60 cycle, 
110-120 volt, alternating current, is self-polarizing, needs 
no adjustment, gives tapering charge, is very compact, 
and is sealed mechanically perfect at the factory. That’s 
the big idea—it’s fixed so your customers can’t tamper 
with it—and it’s guaranteed to you and your customers 
while the seal remains unbroken. On our test, its dual 
efficiency was proved beyond any doubt. The Liberty Elec- 
tric Corporation at 342 Madison Avenue, New York City, 
has a fully descriptive book which will be sent to you on 


request. 
electrical principles as to function, but it has the 
added feature of a fixed bakelite panel dial so that 
the relative position of the contact arm can be seen at all 
times—quite an advantage in actual operation. Needless 
to say that the contact arm with auxiliary spring is me- 
chanically well constructed, and the high-heat, non-rusting 
resisting wire is accurately wound. Rheostat comes in 
three parts—knob, dial, and base—all of genuine bakelite. 
It is readily mounted on any panel up to % inch thick- 
ness, and may be had in 6-, 20- and 30-ohm winding. Manu- 
factured by General Instrument Corp., 432 Broome Street, 
New York City. 





A Full-Wave Charger 


ITH this new type battery charger you can now 
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Panel Dial Rheostat 


HIS new rheostat not only incorporates the best of 


A Soldering Iron That Is Different 


HE novel design of a newly introduced electric solder- 

ing iron not only makes for certain definite advan- 

tages, but also for a low selling price. A _ novel 
feature of this soldering iron is the thin construction of 
the iron proper, which makes it particularly adaptable for 
work in narrow spaces. It is especially suitable for radio, 
telephone switchboard and delicate instrument work. 

This new soldering iron is made entirely of copper. The 
heating element is contained in a unit of one-piece construc- 
tion, eliminating loose tips. Nichrome wire is used in the 
element, wound on and insulated with high-grade mica. The 
heating element is guaranteed for one year. An auxiliary 
tip may be clamped on any part of the heating element, to 
secure any angle or penetrate any small space for solder- 
ing. 

A spring handle is another feature of this soldering iron. 
The spring handle allows only the proper amount of pres- 
sure sufficient to melt solder. It eliminates heat, so that 
the handle is always cool, even when in constant use. ' The 
spring handle makes possible a shorter handle, hence a 
handier soldering iron, which is manufactured by the 
Bleadon-Dun Co., 213 South Peoria Street, Chicago, III. 
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The Greatest Value 
Ever Offered in a 
Radio Receiving Set! 
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AA Five Tube Tuned Radio 
Frequency Receiver 


Made of the finest low loss materials and 
in a beautiful genuine solid mahogany 
cabinet, that is attractive enough for the 
most pretentious room and at sixty dol- 
economical enough for the most 
modest. 


lars, 


The Freshman Master- Bl 
piece combines every fea- 
ture essential to the per- 
fect receiver. Brings in 
even the most distant+sta- 
tions without a bit of 
squealing or howling, 
night after night, at the 
same dial settings. 


What's more— 





It is the easiest set in the world 
to operate 


The fastest selling set in radio. It brings business 
Backed by extensive advertising in 


all magazines and in over 125 newspapers through- 


out the country. Write for complete information. 
Chas. has.Freshman_ o.Inc. 
RecelwEs ANnOrne Parts 


FRESHMAN BUILDING 
240~248 West 40TH ST~NEW YORK,NY. 


to your store. 




















HERE is a truly remarkable book. 
“The best book on how to sell 


fans I’ve ever seen,” is the way you 


will describe it. 


“Trade Winds” is not merely a 
catalog of Dayton Fans. It is brim 
full of merchandising ideas for every 
retailer of electric fans. It is worth 
while. Send for it. 


Don’t get the idea that a fan is just a 
fan. Dayton Fans have very definite ad- 
vantages. Two splendid new models 
have just been added to the line; a 10” 
oscillating fan retailing for only $15, and 
an 8” non-oscillating model for the won- 
derfully low price of $7.50. 


Use the coupon below requesting ‘‘ Trade 
Winds’’. It will be 2c well spent. 


The Dayton 


Fan and Motor Company 
DAYTON, OHIO 


For 36 years manufacturers of high-grade 
electrical equipment. 








DAYTON FAN & MOTOR CO., Dayton, Ohio. 
Send me a copy of “Trade Winds”’. 
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‘And [ Learned About Selling from Them” 
(Continued from page 54) 


who will take his paper. Of course, if he’s wise, he’ll make 
arrangements with his local bank, or lighting company, or 
gas company to handle his paper. The point is simply that 
just because he may not have an AAAI rating is no reason 
why he should be afraid to go into this selling, which is 
such a tremendous factor in selling today, especially in 
building up sales volume. 

Perhaps it is a great evil of merchandising—the system 
of giving credits—but we can’t blind our eyes to the fact 
that it exists, and if the merchant is willing to make the 
full study of the problem, go at length into it with manu- 
facturer, credit company, or, better still, local bank, he 
will find a way out. The local banks, I’m informed, are 
more and more loaning on this sort of business. They’ve 
got to, in some sections. True, it costs money, but it makes 
sales, and nobody sells for the same price on time that they 
do for cash—or they shouldn’t. And the wise merchant 
soon finds where he can step up the amount of his initial 
payments, while increasing the size of his installments. 
Leases, liens, mortgages and what not all protect him from 
loss. 

The American buying public does not have to be educated. 
And if he will take the trouble to go to the roots of the 
matter, he may find that without materially increasing 
bookkeeping expenses, or overhead in other ways, he can 
bring into his store a new clientele, and new profits through 
this source. 

I do not venture this as my own personal recommendation 
alone, but as the words of men experienced in business, who 
have gone through the mill, and emerged with the millions. 
“Don’t let this single factor stand in the way of winning 
good business on good merchandise to your store,” is the 
way one retailer puts it. 

There are other factors which I have had retailers tell 
me stood in the way of their becoming electrical merchants. 
One is margins—discounts, which they said were small. 
I believe they have been small, where expensive pioneering 
must be done. But the conditions are improved today. 
This is in itself a long story, when considered with turnover, 
and I hope in a later article to cover it, giving actual ex- 
periences of men in the business. It cannot be told in a few 
words. It’s a matter of capital invested, plus rapid turns, 
with lowest selling expense, rather than differential. The 
manufacturér takes a large part of the sales burden today. 
The wise retailer avails himself of this cooperation to the 
full, while practising all the shrewd and economical savings 
all along the line, from purchasing of goods to their final 
payment by the consumer. 











Door Bell 


BLUEBELL 















=i Write for prices. 


KILLARK ELECTRIC MFG. CO. 
3940-48 Easton Av., St. Louis, Mo. 
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The February 


‘Reason why 
merchants 


handling 
RED SEAL 


BATTERIES 


make 
money! 


RED SEAL 
DISPLAY 


material is selling 
Red Seal Batteries! 
Quick turnover; small 
investment in stock 
— hence clear profits. This is the second display piece in the Red Seal Plan for 1925. 
Every piece is chock-full of interest and attention - getting 
value. To get this free display material sell Red Seal Dry 
A large percentage of our advertising Batteries—to sel/ Red Seal Dry Batteries use the display 
dollars for 1925 is being spent for material! Tell your jobber’s sales- 
store advertising material for your man to put you on the list for the 
use in your windows. The program big Red Seal Display Service 


is a complete Display Service con- 
ANHATTAN 


ELECTRICAL SUPPLY CO.,INC. 


displays, folders, etc., mailed on a 
NEW YORK CHICAGO ST.LOUIS SAN FRANCISCO 
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regular monthly schedule. Never 
before has any Battery manufacturer 
otiered his dealers such a complete 
and useful Service! 
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MAKERS OF RED SEAL DRY BATTERIES; MANHATTAN AND RED SEAL RADIO PRODUCTS 
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See SATURDAY EVENING POST. Feb. (4th 


NIGHTS OF FORGOTTEN 


CLOCKS! 


Is that Havana? Why, there’s Oak- 
land!....Chicago again!....Atlanta—- 
I know that fellow’s voice! 

Paragon has no respect for bedtime 
hours. Its invisible ‘“‘feelers” reach 
ever out for pulsing messages from 
farthest horizons. Its oie simple tuning 
dial chooses and separates them quickly. 
Its fascination bekons young and old. 

Paragon Receivers have made radio 
history. This newest Paragon, priced 
within the means of all, is adding more 
pages to the record. lf your regular 
dealer is not showing the new Paragon 
Four, write us for address of nearby 
store that sells it. 


“STATION, PLEASE” 


is a folder describing the new Paragon 
Receiver line. Send a pentane for it. 


The New Paragon Four $65 


Four tubes. New Paradyne Circuit—non- 
radiating. Single dial control. Clear tone. 
Loudspeaker volume over almost unlimited 


range. Mahogany case, 21 in. long. 


New Paragon Three $48.50 


Another Paragon surprise. Three-tube set 
that brings in distant stations clear and 
strong on loudspeaker. Single dial control. 


Mahogany case, 17 in. long. 


New Paragon Two $27.50 


A two-tube wonder. Excellent loudspeaker 


tone and volume from stations within rea- 


sonable range. Almost unlimited phone 


range. Mahogany, 11 in. long. 
N.B. West of Rocky Mountains 
prices 10% additional 
ADAMS MORGAN COMPANY, Inc. 
3 Alvin Ave., Upper Montclair, N. J. 





AN ELECT LIST OF 


Radio Distributors 


DISTINGUISHED FOR SERVICE 


| & radio, as in other businesses, service is the thing that really counts. 

We take genuine pleasure in printing the following list of Paragon 
Distributors who know the inner meaning of the word Service. We 
recommend them all, not only for prompt satisfying service on Paragon Re- 
ceivers but for service on high-class radio merchandise in general. They 
may be depended upon to supply the dealer’s needs conscientiously and 


reliably. 


ADAMS MORGAN COMPANY, Inc. 
Upper Montclair, N. J. 


Alvin Ave., 


Originators Since 1915 of Record-holding Radio Receivers 


CALIFORNIA 


Edeo Distributing Co., 
Los Angeles 


Edeco Distributing Co. 
419 Nineteenth Street, Oakland 


COLORADO 


Rocky Mountain Radio Corp., 
1512 Broadway, Denver 


CONNECTICUT 
New England Radio Corp., 
438 Asylum Street, Hartford 


DISTRICT OF COLUMBIA 
Wm. P. Boyer & Co., 
812 13th Street, Washington 


FLORIDA 


Elec. Equip. Co. of Florida 
42 N. W. Fourth Street, Miami 


Knight and Wall Company, 
Tampa 


GEORGIA 


Fulton Electric Company, 
65-North Pryor Street, Atlanta 


ILLINOIS 


Chicago Radio Apparatus Co. . 
415 S. Dearborn Street, Chicago 


IOWA 


lowa Radio Corporation, 
916 Locust Street, Des Moines 


KENTUCKY 
Belknap Hardware & Mfg. Co. 
111 East Main Street, Loulavilte 


LOUISIANA 
Electron Engineering Company, 
115 Whitney Central Bldg., 
New Orleans 
W. D. Seymour Company, 
614 S. Peters Street, New Orleans 


MARYLAND 


Baltimore Hub Wheel & Mfg. Co., 
222 North Gay Street, Baltimore 





MASSACHUSETTS 
James H. Jones, Inc., 
94 Massachusetts Avenue, Boston 


John V. Wilson Co. 
76 Brookline Avenue, Boston 


Tarbell-Watters Company 
441 Chestnut Street, Springfield 


MICHIGAN 


Phonograph Co. of Detroit, 
1540 Woodward Avenue, Detroit 


MINNESOTA 


Sterling Electric Company, 
33 South 6th Street, Minneapolis 


MISSOURI 


Western Radio Company, 
Walnut at 16th Street, Kansas City 


NEBRASKA 
The Korsmeyer Company, 
1329 ‘“‘N”’ Street, Lincoln 


Federal Radio Corporation, 
316 South 10th Street, Omaha 


NEW JERSEY 
E. M. Wilson & Son, 
1l Lafayette Street, Newark 


NEW MEXICO 
ae Supply Company, 


15 W. Central Avenue, 
Albuquerque 


NEW YORK 
Buffalo Talking Machine Co. 
778 Washington Street, Buffalo 


Great Lakes Motor Parts Co., 
1049 Main Street, Buffalo 


R. H. MeMann, Inc. 
122 Chambers Street, 
New York City 
Progressive Musical Instru. Co., 
319 Sixth Avenue, New York City 
Rudolph Schmidt & Co.,. Inc., 
51 East Main Street, Rochester 





NORTH CAROLINA 


Brown-Rogers Company 
510 Main Street, Winston- Mate 


OHIO 
M. & M. Com 
a Prospect Avenue, < 


rner & Hopkins Company, 
146 5 tna Third Street, Columbus 


P. & A. Electrical Supply Co., Ine. 
102 Main Street, Mansfield 


Portsmouth Auto Supply Company, 
930 Gallia Street, Portsmouth 


Toledo Radio Company, 
143 North 10th Street, Toledo 


OREGON 
Edco Distributing Co., 
Portland 


PENNSYLVANIA 


Music Master Corporation, 
10th and Cherry Streets, 
Philadelphia 


woe Simmons Hdwe. Co., 
050 N. Delaware Avenue, 
Philadelphia 


OMC Supply Company, 
138 Ninth Street, Pittsburgh 


RHODE ISLAND 


Providence Hdwe. & Supply Co., 
76 Mathewson Street, Providence 


TEXAS 
Tel Electric Company, 
602 Preston Avenue, Houston 


Waco Electric Supply Company, 
616 Austin Street, Waco 


VIRGINIA 


Reliance Electric Company 
526 Harrington Avenue, Norfotk 


Hoffman & Goodm 
601 W. Broad Street, Richmond 


WISCONSIN 


Radio Specialty Company, 
115 W. Water Street, Milwaukee 








PARAGO 


REG.U.S. PAT. OFF, 


RADIO RECEIVERS 














The Curtain Goes Up! 

















oney Makers 


Less than one 
in twenty wired 
homes have elec- 
tric percolators. 
A little extra ef- 
fort along this 
line will bring 
surprising re- 
turns. 

The Percolat- 
ors shown here 
are of the high- 
est grade mate- 
rials and work- 
manship. Heavy 
c onstruction 
gives the Hold- 
Heet Percolator 
that substantial 
appearance and 
the beautiful 
polish makes it 

a ready seller. Has the patent Hold- 
Heet Reflex Wire element, which will 
stand up even if the Percolator is 
run dry. Comes with two piece at- 
tachment plug, heater connector and 
six foot cord. 


at retails for 
$6.50. It’s the only iron with a steel 
face, an exclusive Hold-Heet feature, 
which accounts for the smooth, easy, 
gliding motion that has made the 
Hold-Heet iron so popular. Has the 
new comfort handle. Price includes 
two piece attachment plug, heater con- 
nector, six foot cord and metal stand. 
This iron was the sensation of the 
year during 1924 and is the best re- 
peater we have ever put out. Get your 
share of the profit by ordering from 
your Hold-Heet Jobber now! 














The Orchestra is playing the opening number—the 
audience of over 40,000 good dealers is seated. Hold- 
Heet is out in front because Hold-Heet is not only a 
“first nighter” but a first seller. Hold-Heet electrical ap- 
pliances must measure up to these three qualifications— 
quality, profit, turnover. And they do! Hold-Heet is an 
accepted line with consumers. They have read our full 
page advertisements in the Saturday Evening Post. 
They know that Hold-Heet appliances represent the 
most for their money. Thousands of dealers the coun- 
try over know, too, that 


Makes You 40% Profit 


And that’s a good margin on a quick turnover line. 
The purchase of only 24 assorted pieces of Hold-Heet 
merchandise earns you our maximum discount of 40%. 
Every number is a proven red hot seller—every number 
carries a two year guarantee of. service satisfaction. 24 
pieces is a small order; it equals the investment in about 
six pieces of ordinary electrical appliances. Hold-Heet 
is known in millions of homes and has always reflected 
good judgment upon the dealers that handle it. That’s 
why they always repeat. 


Check your stock against the items shown in the 
border of this announcement. Then make up an order 
for 24 pieces, give it to a Hold-Heet Jobber and get 
this money making discount of 40%. You will discover, 
as thousands of dealers have, that the Hold-Heet line 
is a real money maker for you. If your Jobber does not 
handle Hold-Heet—write to us for name of nearest dis- 
tributor. 


Free Dealer Helps 








We supply a comprehensive line of dealer helps— 
window and counter displays, circulars, illustrated win- 
dow posters, cuts, ready made advertisements, etc.—all 
free! Write us direct for a full supply. Order your 
Hold-Heet merchandise from your Hold-Heet Jobber. 
If you desire further details, a line to us brings them by 
return mail. 


RUSSELL ELECTRIC CO. 





The World’s Largest 340 W. Huron St. 


Manufacturers of 
Lamp Socket Heating 
Devices 





















CMatched ‘Tone 
Headsets 


—sell ’em by tone! 











Into 7,500,000 homes goes 
this old man—to sell Brandes 
headsets. He appears in the 
February Brandes advertise- 
ments—on full pages in the 
Saturday Evening Post and many 
other sales making magazines. 

Into your shop come radio 
fans—wanting headsets. Let 
each one of them listen with a 
Brandes. Its matched tone is 
the only salesman you _ need. 
Hearing will be buying! 



























Stock Brandes Headsets 
—demonstrate them with 
enthusiasm — and _ sell 
them with confidence. 
Brandes’ stands’ behind 
them—and you. 


Brandes 


The name to know in Radio 


© Copynighted by C. Brandes, Inc., 1925 —————S 








